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use an coffee bag... 


..» DESIGNED 


by Arkell & Smiths packaging engineers to meet today’s 
competitive requirements. 


..» PRINTED 


on A & S's own printing presses, using A & S plates to 
reproduce the eye-catching artwork created by the 
talented staff of the Arkell & Smiths Art Department. 


... MANUFACTURED 


at one of our three modern, strategically located coffee 
bag plants, using precision bag-making equipment to 
produce superior coffee bags to fit your specific produc- 
tion requirements. 


Send us one of your present coffee bags... A & S's 
sales conscious package engineers and artists will be 
pleased to suggest how you can improve your coffee 
bag—and your sales, too. 


. Po 
7” 5 for INSTANT coffee 
use-proven ARKFOIL bags 


» y 8 oz. and | Ib. units made-to-order 
ARh I LL~SM i TH * only, for Restaurants, Institutional, 
a a Vending and Inplant feeding opera- 
tions. Protects thoroughly against 
Executive Gifices: 500 Fifth Ave., New York 36 . flavor loss—moisture gain. Samples 
\ and prices promptly supplied. 
Manufacturing Plants at: Ti 
Canajoherie, N. Y. + Welishurg, W. Ve. oa Ee ae unt 
Mobil , Ale, + e b Ve -—-——— — 
nigpieerabltieage sie ~ canbe FOR ADDITIONAL INFORMATION, WRITE TO 


“The Oldest Name in Paper Bags" ARKELL & SMITHS, PACKAGING DIVISION, 


CANAJOHARIE, NEW YORK 
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There Is No Substitute For 
Coffee Quality 


Reliable Shippers are the 
Roaster’s Best Guarantee 


—_————— 


“It Pays To Trade The Ruffner Way” 


Ruffner, McDowell & Burch, Inc. 


Coffee Brokers and Agents 
ESTABLISHED 1896 


CHICAGO: 408 W. Grand Ave. 
NEW ORLEANS: 419 Gravier St. 


NEW YORK: 98 Front Street 
SAN FRANCISCO: 214 Front Street 
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premium coffees or economy blends 


cup test better 
when they're roasted in 


® 


cump RAY =- NOX noasters 


Repeated cup tests—made in the trade—show 
that Gump Ray-Nox Roasters enhance the 
choice characteristics of high grade coffees, and 
actually upgrade lower priced coffees. Acidity, 
bouquet, winey character . . . these desirable 
characteristics of the green coffees are retained 
to a greater degree. The improvement in keep- 
ing quality is even more pronounced. 


The unique combustion system of the Ray- 
Nox Roaster permits the use of clean, pene- 
trating radiant heat (in combination with con- 
vected heat) to give the beans a fuller and more 
uniform development. An exclusive one-way 
air flow prevents “smoking” or contamination 
of the roasts from the by-products of roasting. 


If you want to improve the cupping quality 
of your coffee—or maintain the same quality at 
lower cost—this advanced roaster gives you the 
opportunity. Write today for complete details 
on the Gump Ray-Nox Roaster and modern 
auxiliary roasting department equipment. 





. F. G i RA PF Cc o w 1312S. Cicero Avenue, Chicago 50, Illinois 


Engineers and Manufacturers Since 1872 
GUMP RAY-NOX COFFEE ROASTERS + GUMP COFFEE GRANULIZERS + IDEAL GREEN COFFEE CLEANERS 
BAR-NUN “‘AUTO-CHECK”’ NET WEIGHERS + BAR-NUN BAG FEEDERS, OPENERS AND WEIGHERS 
DRAVER COFFEE BLENDING SYSTEMS + ELEVATORS AND CONVEYORS + EDTBAUER-DUPLEX NET WEIGHERS 
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WHAT 
DISTINGUISHES BRAZILIAN COFFEE 


FROM ALL OTHERS ? 


BRAZILS 
ARE 
PREFERRED 


The millions of U. S. citizens who have made 
coffee the nation’s favorite beverage naturally 
do not all like the same blend or brand. Yet, 


one country, Brazil, continues year after year 


to export more of its coffee to the United States 


than any other country. 


A basic reason is the unequalled variety and 
quality of the Brazils. They satisfy a wider 
range of consumer tastes than any other cof- 
fee. Coffee experts and the general public 
agree on the eminence of their rich body, full 
flavor and aroma. The U. S. taste for coffee 


has been built on Brazils. 


Coffee & Tea Industries and The Flavor Field, published monthly by The Spice Mill Publishing Company, 106 Water St., New York, N, Y. 
Subscriptions $4.00 a year, 50 cents per copy, Sept. 1957 Vol. 80 No. 9. Reentered as second class matter June 22, 1951, at the Post Office at 


New York, N. Y., under the Act of March 3, 1879. 
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THE BRAZILIAN COFFEE INSTITUTE 120 WALL STREET, NEW YORK 5, N. Y. 
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Announcing the merger of 


AMERICAN CAN COMPANY 
and DIXIE CUP COMPANY 


—a move that promises better 


service to all ! 


Recently, American Can Company and Dixie 
Cup Company were formally joined to better 


serve both industry and the American public. 


By combining research and manufacturing facili- 
ties, Canco and Dixie Cup will be able to devise 
even better, more convenient products. By unit- 
ing management and marketing staffs, these two 
corporations will be able to offer more efficient, 


more complete sales and technical service. 


In the months and vears to come, you can fully 
expect that your industry, and those it serves, will 


benefit from this merger! 
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For those millions who don’t drink coffee... 
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From these attractive 


® / HOT CHOCOLATE 
\\ DISPENSERS 


Qelici 


Derocees, 


Now youcan serve Hot Chocolate easier and faster Attractive Wig-Wag Signs 
than coffee to those millions who normally do not 
drink coffee... but would love Hot Chocolate. 
Users report that these Helmco-Lacy Hot Choco- 
late Dispensers pay for themselves in as little as 
thirty days! 

Three, six, and twelve quart models in Deluxe 
lifetime Stainless Steel or gleaming Gold finish. 
They have automatic temperature control that 
keeps chocolate piping hot at perfect serving tem- 
perature. Automatic agitation keeps chocolate in 

a creamy perfect blend. Fast flow no splash fau- 
cets serve gallons of delicious hot chocolate in 
minutes ... and the fast, easy operation is yours 
to enjoy the year ’round. Simple to use, easy to 
clean, are UL approved, and meet sanitary code 
requirements of the Board of Health. YES... send me the complete details on 


Helmco-Lacy Hot Chocolate Dispensers. 
gre | aang hee 
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7400 West Lawrence Ave., Chicago 31, Ill. 
\ Distributed in Canada by CROWN ELECTRICAL MFG. LTD, = (C) Hove representative call. 
Brantford, Ontario, Canada 











VB THROUGH THE YEARS A DEPENDABLE MARK 


Coffee I mporters 


OFFICES AND REPRESENTATIVES 
IN ALL PRINCIPAL PRODUCING AREAS 





—VOLKART BROS. nc. 


120 WALL STREET NEW YORK 5, N. Y. 
HAnover 2-9400 CABLE: ''VOLKART" 














THE GREAT ATLANTIC & PACIFIC TEA CO. 


IMPORTERS, ROASTERS, RETAILERS 
OF FINE COFFEE 


Represented in 


BRAZIL AND COLOMBIA 
By the 


AMERICAN COFFEE CORPORATION 
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MORE THAN EVER 


1s THE TIME TO 


CABO VERDE ° 
S.TOME*TIMOR 





D. SARAIVA 


THEY ARE SWEET AND THEY WILL BRING DOWN THE COST OF YOUR BLENDS 


JUNTA EXPORTACAO™ CAFE 


HEAD OFFICE: RUA AUGUSTA — 2 7 —LISBON-PORTUGAL 
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POWDER All these products 
Q . packed in 


Continental’s new 


Savorlock Cans 


Why not yours? 


Your product too, deserves the extra flavor protection and 
extra sales appeal of Continental’s new Savorlock cans. 
Savorlock gives products double flavor protection. A tamper- 
proof glassine or foil laminate seal stops moisture pickup in 
the store, and a convenient quarter-turn lock top assures 
continuing flavor freshness in the home. 

For extra selling power, Savorlocks have a “new look” to 
spark impulse sales. New design provides more area for 
selling message—easier stacking—more attractive retail dis- 
play (with a maximum number of units per shelf foot). In 
addition, Savorlocks help you cut costs. Filling and capping 
is easy with these sturdy, wide-mouthed cans. And you save 
on shipping because Savorlocks are lighter weight. 

Specially designed for today’s self-service buying, Savor- 
locks feature sparkling lithography by Continental crafts- 
men. Why not give your product new customer appeal with 
new Savorlock cans. Call Continental today. 


| Cnilonorlae CONTINENTAL 
SERVICE CAN COMPANY 


Eastern Division: 100 E, 42nd St., New York 17 
Central Division: 135 So. La Salle St., Chicago 3 
Pacific Division: Russ Building, San Francisco 4 
Canadian Division: 5595 Pare St., Montreal, Que, 





YOURS for the asking 


The booklets listed below contain special- 
ized, detailed information on various sub- 
jects. This literature is yours for the 
asking. Merely fill out the coupon and mail 


1- THE MAGIC BEAN 

A colorful 16-page, cartoon-style booklet, 
“The Magic Bean” is being distributed to 
members of the trade. Illustrations graph- 
ically depict the coffee story from seed to 
cup and other interesting information. Back 
cover has room for your own imprint 
National Coffee Association, 120 Wall St.. 
New York 5, N. Y 


2 -AUTOMATIC BAGGER 

This illustrated folder describes a flat bag 
filling and sealing machine which is fully 
automatic. The filling and sealing are 
both done by the single machine. Glue or 
heat sealing can be used, or a combination 
of both. It is suggested especially for pack- 
aging coffee for glass coffee-makers. Ulbeco, 
Inc., 484 State Highway #17, Paramus, 
IN... J. 


3 -MODERN FILLING MACHINES 

This illustrated, four-page folder de- 
scribes various kinds of filling machines 
developed for today’s packaging require- 
ments. Among the machines are universal 
fillers, automatic augar feeds, automatic de- 
plex units, automatic tight wrappers and 
others. Stokes and Smith Co., 4900 Sum- 
merdale Ave., Philadelphia 24 


4 SAMPLE TESTING 

Sample testing equipment for coffee and 
tea companies is described in a four-page 
illustrated folder. Covered are sample roast- 
ers, testing tables, grinders, sieves, kettle 
outfits, cuspidors, etc. Among the illus- 
trations is that of a typical coffee testing 
room. Jabez Burns & Sons, Inc., 11th Ave 
nue at 43rd St., New York 36, N. Y 


5 NEW COFFEE ROASTER 

An illustrated folder describes a new 
coffee roaster, B. F. Gump Co.’s Ray-Nox. 
The folder tells about the method of roast- 
ing used in the Ray-Nox Roaster, and 
other features of operation and construction, 
including recording thermometers and con- 
trols. B. F. Gump Co., 1325 S. Cicero 
Avenue, Chicago 50, Ill 


SPICE MILL PUBLISHING CO. 
106 Water St., New York 5, N. ¥ 
Please send me the booklets whose numbers 
1 have checked 
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1957 Tea Convention 


THE CONVENTION 

The best yet: O’Rourke 
New uptrend: Smallwood 
Why not more tea?: Parker 


THE MARKETS 
Hot tea via food stores: 
a field report .... eS 
Building restaurant volume: 
a field report ha Dae 
Institutions: “Our tea sales up 75%” 


THE SALESMEN 
What your salesmen should know 
about hot tea: a reference guide.. 
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with Burns 


“BAD BOY 
OF THE 
NEIGHBORHOOD” 


11th 


12 


AVENUE AT 


ENGINEERS 
43rd STREET 


you are always 
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Indoors or out, air pollution is old-fashioned—and poor busi- 
ness! Municipal crack-downs on offenders are becoming in- 
creasingly frequent. Complaining neighbors are always a poor 
source of good public relations. And nobody can afford to 
overlook the importance of plain good house-keeping in the 
employee picture. 

If any of these problems are bothering you, Burns engineering 
and equipment offers simple, effective modern means of elimi- 
nating smoke, chaff, dust and dirt. 


SMOKELESS ROASTING 


Efficient smoke elimination can be built into your Thermalo, 
Jubilee or other type roasters. Scores of installations fully 
meet the requirements of various smoke conscious cities. 


CHAFF COLLECTION 


Burns Keenan Collectors on roasters and on cooling and ston- 
ing fan outlets efficiently separate chaff—and take half the 
space of ordinary cyclones. 


CHAFF REMOVAL 


DUST 


Burns removal systems whisk chaff away to a central disposal 
point—to a smokeless incinerator, if you wish! 


Burns systems suck dust from dumps, mixers, elevators, and 
other dust-producing spots—collect it at a convenient disposal 
point and reduce laborious house-keeping. 

If you would like more specific information on any of these 
points, get in touch with Burns. No obligation, of course. 


AND SONS, INC. 
NEW YORK CHICAGO 


DALLAS SAN FRANCISCO 
MEW YORK 36, NM. YT. 
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. The convention: program 
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2. The markets: food stores . 
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1957 Convention 
Tea Association of the U. S. A., Inc. 


A COFFEE & TEA INDUSTRIES “FACT-REFERENCE” SECTION 


The men: hot tea guide for salesmen. 4. The promotions: 
point-of-purchase ... premiums. 5. The equipment: teamakers. 
6. The product: tea bags. 7. The organizations: Junior Board, 
WSTA, New England. & The producers: India, Ceylon, In- 
donesia, Pakistan, Kenya. 9. Other markets: 


theme .. . basic objectives. 


restaurants . institutions. 


Canada. 








the best yet 





here’s your convention program — business and social 


By THOMAS J. O'ROURKE, Chairman 
Convention Committee 
Tea Association of the U. S. A 


Writing about this year’s tea convention—to be held at 
The Greenbrier, White Sulphur Springs, W. Va., September 
15th-18th, is a real pleasure. No need searching for su- 
perlatives to describe the programs that are being arranged. 
Truly it promises by far to be the best convention ever! 

At a glance, the speaker's 
list for our business sessions 
reveal such prominent execu- 
tives as: 

Harold O. Smith, executive 
vice president, United States 
Wholesale Grocer's Associa- 
tion. 

Lawrence Hilaire, president 
National Restaurant Associa- 
tion. 

Paul B. 


Association of National 


West, president, 
Ad- 
vertisers. 
Dr. Margaret Mead, best selling authoress, world 
famous anthropologist, and speaker extraordinary! 
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Peter Freuchen, \ast of the vikings, ‘Master of the 

Seven Seas.” You saw him on the "$64,000 Question.’ 

There will be distinguished speakers from the tea trade 
Edward C. Parker, president of the Tea Association and 
president of the Tetley Tea Co.; Robert B. Smallwood, 
chairman of the Board, Thomas J. Lipton, Inc., and chair- 
man of the Tea Council; Guy S. Saffold, of the Leo Burnett 
Co., Inc., and Fred Rosen. 

From the tea producing countries, word will be brought 
by the ambassadors of Ceylon, India and Indonesia. 

The three morning business sessions have been planned 
to give you variety, practical interest and constructive value 
This year’s program deserves your attendance. 

On the light and merrymaking side, we've arranged 
two wonderful evenings of fund and mirth. To start the 
convention rolling, the allied trades will again be host to 
the convention with a ‘get acquainted” cocktail party Sun- 
day evening. 

On Monday, it’s a night at the circus. Remember your 
childhood days? Remember the big top, the elephants, 
the band, the color, the excitement, the thrills, the chills, 
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Save up to *1.10 
per thousand 
tea bags” 


with \TOKESWRAP 


Automatic Packaging = 


Hn 





Seaai 
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Savings in tea bagging costs with Stokeswrap 

contrasted to custom packaging are as much as $1.10 

per thousand as established by recently completed 

case studies. These savings appear whenever tea 

bag production reaches 4,000,000 units or more each 

year. Cost comparison includes the investment in machinery, 
materials cost and labor, based on an average production 

of 120 bags per minute. In addition to cost 

savings, Stokeswrap gives you complete control 

of quality and production scheduling. 


If you contract your tea-bagging, it will pay 

you to investigate Stokeswrap now ... and join the 
many nationally famous packers who are sold on 
Stokeswrap tea bagging equipment. 


Iced-Tea Bags 


Stokeswrap can also make X% or 
% oz. and 1 or 2 oz. tea bags for 
restaurant use as well as cup- 
size tea bags, all without tags. 


® High daily production —up to 140 a minute through 


with STOKESWRAP you get... efficient operation. 


Uninterrupted production — paper, tags and string can 


@ Mechanical simplicity — requires only one unskilled 
be changed without stopping machine. 


operator for cartoning. 
Compact — smooth running unit occupies a minimum 


@ Low-initial investment —substantially below other units 
of floor space. 


of this type. 


For complete details, > * ~ 
“mi 9S) STOKES & SMITH CO. 
-page Bulletin ~ “re 
P-801. 4920-S SUMMERDALE AVENUE, PHILADELPHIA 24, PA. 
Pacific Coast: SIMPLEX PACKAGING MACHINERY, INC., 534—23rd AVE., OAKLAND 6, CALIF. 
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Tea’s 1957 Convention — Basic Trends 


the clowns, the sideshows??? Well, on Monday, September 
16th you'll go to the circus at the Greenbrier. You'll enter 
the big top and have a colossal, stupendous, gargantuan 
night of fabulous, unforgettable, fun-filled foolishness. 

for costumes unlimited. You might be a 
from the baggy pants “hobo’ type to the real 
flashy clown . . . or a sideshow character (there's the strong 
man in his leopard skin, for instance) .. . the tatooed man 
(be sure it washes off/) . the barker with blazer, straw 
hat, and bamboo cane . . . the trapeze artists . . . the rousta- 
bouts . the tight wire walkers . the animal trainers 
(or come as a wild animal yourself) the fire eater 
(bring your Ronson) . . . the vendors of ballooons, peanuts, 
etc. the jugglers the bare back riders the 
two-headed person (you should be able to rent another) . . . 
the hula hula dancers, etc., etc. Prizes will be awarded for 
outstanding costumes. Please plan to wear some sort of 


it'll be fun. 


Ideas are 


clown 


costume 


the makings of 


On Tuesday evening there will be a cocktail party spon- 
sored by the Tea Association. Then you'll fly to South 
America for an evening in Rio de Janeiro. This affair 
is more on the formal side, but there will still be all the 
fun and frolic our weary bones can stand. 

For both Monday and Tuesday evenings there will be the 
continuous dance music of Sonny Kipp and his orchestra, 
plus the very best circus and South American entertainment 
available. 

Eleven years of experience puts the tea convention on a 
very high level. Those who have attended all the past con- 
ventions seem to agree that each has been an improvement 
on the one before. It has been a tremendous but enjoyable 
challenge to plan and organize this year’s affair with business 
and social events which will top last year’s. 

Your convention committee sincerely believes this will 
be the best ever. It’s up to you now to be there, to take 
part, to make this hope come true. 


a new uptrend 





By ROBERT B. SMALLWOOD, 


At last year’s convention, one of the subjects discussed 
was the then static position of tea in the U. S. market. 
Reports of the industry showed litle, if any, change in 
1956 sales against the previous year. 

Viewing this situation optimistically, some 
that the 1955-1956 __ level 
could serve as the starting 
point for a new uptrend of 


of us felt 


tea consumption in this coun- 
try. Two reasons formed the 
basis for this line of thinking. 

First, it was pointed out 
that prices of tea to the con- 
sumer had returned to lower 
and more stabilized 
The gyrations caused by ex- 
orbitant prices of raw tea 
in 1954 and 1955 had finally 
run their course. 

Second. there was no question that the tea industry 
was better equipped to go after more business. We as a 
group had learned the techniques of aggressive promo- 
tional selling, so necessary under modern conditions in 
the competitive grocery field. 

The only ingredient that seemed lacking in our market- 
ing mix was a stronger program of product advertising. 

Well, here we are, 12 months later, and how does the 
picture look now? 

As all people in the industry know, participants in the 
Tea Council approved a 50% increase in promotional 
contributions effective the first of this year. These added 
funds have helped greatly to broaden the scope of the 


ranges. 
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Chairman 
Tea Council of the U.S.A., Inc. 


Council campaign. Interestingly enough, the current 
sales of tea show a slight increase in 1957 over the same 
period of 1956, and total imports are up about 7%. 

An outstanding promotion job on iced tea was carried 
out this year. This is to be highly commended, and I 
do not wish to talk down its importance in the least 
As we now approach the colder months of the year, 
however, more emphasis will be placed on hot tea. 

Despite the continued wide popularity of iced tea in 
the U. S., it is significant that hot tea still represents 
two-thirds of our total market. What this suggests is 
that our promotional and selling efforts should be ap- 
plied with twice the force on hot tea as on iced tea. 

The enlarged Tea Council campaign will do all it can 
to advertise and promote hot tea this coming season. 
But, of course, these activities alone cannot achieve the 
results we all want. Work of the Council can only 
supplement the brand advertising conducted by the vari- 
ous companies in the business, This is a fact that every- 
one in the industry should take very seriously at all times. 

We have a powerful story to tell consumers about the 
delicious flavor and unique benefits of tea, including 
its ability to offer relaxation as well as a satisfying pick- 
up. Many millions of Americans already know these 
things, but others must be told and re-told as often as 
possible. 

As I look ahead, my firm conviction is that we in the 
industry now have the makings of a new sustained up- 
trend for tea in this country. What is needed, in addition 
to our present joint efforts, 1s more advertising and pub- 
licity to help draw the attenion of occasional and non- 
drinkers of tea to the virtues of our fine product. 





Tea’s 1957 Convention — Objectives 


why don’t we have tea more often? 





By EDWARD C. PARKER, President 


It is easier to ask the question in the title of this article 
than to provide the answer. 

The reason why Americans drink less tea than people in 
many other lands is hard to find—and finding it continues 
to be the major challenge of our tea industry as we meet 
for our 12th annual conven- 
tion. 

Taking stock of the trade 
jointly or individually in the 
past and the present does 
not seem to provide a quick 
and easy answer. 

Our trade association the, 

Tea Association of the 

U.S.A., has been organized 

long and well. Few other 

trade organizations can boast 

of men of more ability and 

diligence than those who have 

served the association as directors, officers and committee 
members during its history. Few industries our size have 
an association in which 15 trade members serve as di- 
rectors and 78 others serve voluntarily—on the Junior 
Board of Directors and 11 committees. These men, as 
was true in the past, have always studied the problems 
of the tea trade from the standpoint of what is right and 
best for the industry. 

The Tea Association in recent years has provided wel- 
come opportunities for the entire membership to meet, 
in the form of the annual convention and the midyear 
meeting. Very few criticisms have been heard of either 
the business or social portions of our annual conventions. 
In fact, outsiders have complimented us on our successful 
conventions, and have even copied us. Our midyear 
meetings have continually improved, and are most perti- 
nent to the question of improving tea consumption in 
the United States. 

These meetings provide an opportunity to discuss our 
problems and potentials. More recently a joint meeting 
of the Senior and Junior Board of Directors and the 
Tea Council Board of Directors provided an additional 
opportunity to study suggestions that might help increase 
tea consumption. 

It seems hard to blame the Tea Association of the 
U.S.A., its members and workers, either past or present, 
for the fact that we don’t drink tea more often. 

Considering our promotion agencies, the former Tea 
Bureau and the present Tea Council, we must realize that 
at all times the producing countries have been most fair 
in allocating funds to the United States for the promotion 
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of increased tea drinking here. Now it can be said with- 
out debate that the packers and importers who contribute 
to the Tea Council fund are making a sacrifice for 
the one and only purpose of promoting the increased 
use of tea. This unique international marketing partner- 
ship deserves success, and undoubtedly it will eventually 
achieve its full goals. 

The promotion agencies have researched U.S. tea drink- 
ing as completely as any subject could be. They know 
the habits of hot tea drinkers as well as iced tea drink- 
ers; the restaurant user and the home user; the ones who 
switched from coffee and the ones who didn’t; and even 
the ones who drank more tea because they watched tele- 
vision, listened to radio or looked at billboards. 

A lot of time and money has been spent to educate the 
American to make his tea properly. It still is being 
spent to educate the restaurateur to make his tea right. 
You might say, “Maybe the homemaker doesn’t have a 
teapot."’ You might be wrong again, because almost all 
American homes have teapots, and many have two or 
more. 

Well, then, how about the advertising campaign? 
Probably no account was fought for by more agencies 
than that of the Tea Council. There is no doubt that 
the winner of that fight, the Leo Burnett Co., Inc., de- 
served the honor they received and have continued to 
earn the confidence of the directors. The Council Direc- 
tors are 12 representatives of the U.S. trade and the pro- 
ducing countries, with the same purpose of increasing 
U.S. tea consumption. 

No advertiser was ever surer that he was using the 
right medium than the Tea Council was after the “Syra- 
cuse test.” This research proved conclusively that tele- 
vision was the right medium. The television commercials 
prepared by the advertising agency have been well pro- 
duced, interesting and compelling; they have been worried 
over by the Council staff and criticized by the board until 
they could not be improved. 

All those committees that work for the Tea Association 
have guided the Tea Council work and promotions—for 
example, on new tea making equipment, formulae and 
techniques for restaurant operators, point-of-sale adver- 
tising material, research projects, and the aforementioned 
television commercials. 

It looks like we can’t blame the former Tea Bureau 
or the present Tea Council for the fact that we don’t 
drink tea more often. 

Well how about the industry itself? As everybody 
says, no trade is more competitive nor more inventive. 
(Continued on page 60) 
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Push Button 
Serving 


THE FIRST 


Automatic TeaMaker 


You get an idea of the impact this new FMC TeaMaker 
is having on tea sales from the above testimonials. 
Other restaurants and hotels using test units report: 
“easy to operate ... same fine flavor in every cup... 
inion tee customers satisfied”. As public demand for tea pre- 
pared the automatic way grows, increased sales of tea 


Detailed Literature a 
Today! are certain to follow. 


FOOD MACHINERY AND CHEMICAL CORPORATION 


Automation ® General 6N. Michigan 103 E. Maple Street P. O. Box 1120 
equipment for hitchens Sales Offices: Chicago 2, lilinois | Hoopeston, Illinois San Jose 8, California 
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ideas from food executives 
across the country on promotions 


and dealing: a field report 


One winner in Modern 


Grocer's 


“Foto-Joe" White 


Rose Tea Display Contest 


“Tea is only ove item out of 3,500 that I stock.” 

Thus spoke Joseph A. Cohen, secretary-treasurer of the 
London Terrace Food Stores, Inc., an independent opera- 
tion in New York City. Mr. Cohen was trying to explain 
why he was limited in the amount of space, energy and 
initiative he could give to the promotion of tea. 

In this single, bald statement of fact lies the reason why 
Mr. Cohen, along with other operators of food stores on 
all levels, from small groceries to supermarket chains, has 
a tendency to stand pat and wait for the tea salesman to 
come to Aim with merchandising suggestions and aids. 

They /‘ke tea at the London Terrace Food Stores, Inc. 
They are anxious to se// tea. After all, tea gives the 
grocer one of his most satisfactory gross margins of profit. 
Don Parsons, Executive Director of the Super Market Insti- 
tute, estimates this profit at 20% or better. 

But ‘tea is only ove item out of 3,500.’ This statement 
points up a merchandising fact of life that became increasing- 
ly obvious during COFFEE & TEA INDUSTRIES’ recent survey 
of leading food store operators: 

Every item on the grocer’s shelf, not only other beverages, 
is tea’s competitor. 

Even the giant supermarket, with what seems like an 
excess of space, is like a hotel during convention time—it 
never has enough rooms. In the grocery industry, the opera- 
tor will allocate choice accommodations only to those com- 
modities that can pay for them, and that will move in and 
out of the store quickly. It is from rapid turnover that the 
grocery entrepreneur, like the hotel manager, makes his 
profit. 

This last prerequisite, speed of movement in and out of 
the store, probably explains why the food store operator 
speaks fondly of iced tea. His huge volume of sales is 
concentrated within a brief three-month period. 

Yet ask him, as we did, what he is doing to stretch the 
iced tea season, and he will tell you, “Nothing.” 

Explanations for this attitude are varied. Louis B. Smith, 
president of Thorofare Markets, a 55-store tri-state super- 
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market chain that does $90,000,000 worth of sales annually 
with national brands, gives this seemingly contradictory 
reason: ‘We push tea all year ‘round.” 

According to this prominent food merchandiser, Thoro- 
fare has “very fine cooperative merchandising and advertising 
contracts with all the brands we handle. We are constantly 
advertising somebody's tea, hot or cold, to comply with the 
terms of our contract.” 

Thorofare in this way equalizes its advertising among 
competing brands and everyone is satisfied. 

The merchandising director of one of the largest super- 
market chains, with headquarters in the East, also commented 
that his company pushed tea throughout the year, “at ap- 
propriate times’ because ‘we are most anxious to promote 
the sale of tea, both hot and cold.” 

Rodger Baker, coffee and tea manager for the huge Safe- 
way Stores chain, reported that “Safeway for years, of course 
has promoted iced tea as a refreshing summer beverage, but 
our merchandising interests have not stopped at that point. 
During the late fall and winter months especially, we also 
have promoted tea as a satisfying hot beverage.” 

One independent grocer commented that his firm didn’t 
try to extend the iced tea season as such because he felt 
that the product didn’t have a chance when the weather 
turned cold. This opinion he based solely on his observa- 
tion of one packer’s promotion of an iced tea concentrate 
which had had little success out-of-season. 

From a top official with a chain of 550 markets in New 
England and eastern New York came the unusual comment 
that in his area ‘we don’t push iced tea at all.” This execu- 
tive went on to say that his company didn’t lose any tea 
business in the summertime because of it, either; they felt 
that iced tea simply was not popular in the whole New 
England area, with the exception of the sections just out- 
side of metropolitan New York City. 

Food store operators spoke of hot tea as a ‘stable’ com- 
modity. Some admitted that they sold much more iced tea 
than hot and hence didn’t push hot tea. It may be a matter 
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... Via food stores 


here of which comes first—lack of sales, or lack of pro- 
motion and therefore lack of sales. 

Several merchandisers detected a modest increase in the 
sale of hot tea. Mr. Baker, speaking for the approximately 
2,000 stores in the Safeway chain, believed that ‘tea, even 
aside from its competitive sales against other beverages, 
certainly should continue its growth as a retail commodity. 
Our nation’s expanding population alone offers room for 
such continued growth in sales.” 

These comments jibe with recent statistics which indicate 


that tea sales through groceries remained the same through 
1956 as they were in 1955. 

Again, from Louis B. Smith of the Thorofare Markets, 
came an interesting sidelight. Mr. Smith thought that tea, 
in general, was a commodity that was growing. A partial 
explanation for this increase, Mr. Smith felt, is the fact 
that coffee has gone to over $1.00 a pound. This “has done 
more than anything else to stimulate tea sales. Now the 
customer buys tea as a matter of economy. It is no longer 
a matter of changing tastes, which is what happened after 
World War II, when soldiers brought acquired tea tastes 
home with them.” 


In the main, however, Mr. Smith attributed the increase 
in tea sales, at least in the Thorofare Stores, to the practice 
Deals, Mr. Smith said, are what 

“Some of the companies pay for 


of ‘constant dealing.” 
stimulate volume selling. 
the profit we give away, so it makes us completely happy,” 
Mr. Smith added. 


This massive Tetley display in the 20th Century Market, Portland, 
Me., tied in with Tea Council's early 1957 "Take Tea and See" Week. 
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In that comment lies a truth which is coming home to 
roost in the tea industry. Packers are beginning to feel 
that they are caught on a dealing treadmill. They'd like to 
get off, but they don’t know how. 

In the meantime, they are “paying for the profit the 
food stores given away.’ Moreover, as other food store opera- 
tors point out, the deals break down brand appeal and re- 
place it with price comparisons. In addition, the deals don't 
enlarge the basic tea market. They merely rearrange, tem- 
porarily, relative brand standings. What may be most im- 
portant, they can reach a point of so much trouble for the 
store, they can dampen interest in tea as a product. 

The kind of arrangement Mr. Smith referred to goes 
something like this. One company may give Thorofare 
a 75¢ allowance on each case of 24 packages of tea, to 
cover the cost of handling. This comes to about 3¢ a pack- 
age, which amount in turn enables the supermarket to come 
away from the transaction with a margin of profit. 

The entrepreneur of a smaller food store operation also 
felt that deals helped the sale—"the customer gets extra 
teabags, and our profits remain the same.” 

What may come as some comfort to the tea packer who 
regards the deal as a vicious circle is the fact that not all 
grocers are agreed on the value of the deal. A large New 
England chain that promotes its own brand of tea quite 
strenuously is a case in point. While reporting that his 
company scheduled two or three 1¢-off-on-teabags deals a 
year, the operator objected to the whole idea. Because of 
the dealing, competition became more keen and strenuous 
until finally, “it completely breaks down the brand.” But, 
he added, “Everbody is doing it, so we do, too.” 

At Safeway Stores, it is also believed that “for the most 
part, ‘deal’ arrangements have to do with the competitive 
positions of the brands and are not fundamental to the pro- 
motion of tea as a commodity. Such arrangements can 
reach the proportions of bother and extra expense to the 
point that they discourage retail store interest in the com- 
modity itself.” 

Comments from food store executives indicate that the 
real selling job on tea has to come from within the tea 
On his own, the grocer may be willing to 


industry itself. 
As one official put it, his com- 


give it an occasional plug. 
pany placed tea specials on its circulars maybe once a month. 
They run coffee every week. 

The grocer indicates he would be only too glad to co- 
operate in setting up displays, samplings and demonstra- 
tions. But he expects the promotion gimmick, from germinal 
planning to actual placing of the eye-catching display, / 
come from the tea salesman. 


This is particularly true of the smaller operation. Giant 
supermarkets and chains, especially those which market their 
own brand of tea, of course are more prone to take ad- 
vantage of what tea’s high profitability can mean to their 
entire profit picture. 

In a survey recently taken of the Thorofare Markets, tea 
came out number 17 among 25 top product classes in terms 
of gross dollar profit per week. (Soft drinks didn’t even 
appear among the top 25, incidentally.) The average pro- 
fit per case per unit of sales came to (1) $2.37 on tea as 

(Continued on page 66) 
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HOT TEA ON TV From October to March, in 18 tea-selling markets, 


_ Hot Tea pours it on. Spot saturation campaign will reach 22 million 


TV homes. Scheduled for evening hours only, when the big family 


audiences are watching. 








pours it on! 


The Tea Council hits TV with the biggest, 


boldest promotion ever for hot tea! 


A $1,200,000 campaign of nighttime 
spots—running from October through 


March in 18 major markets! 


“Take Tea and SEE” tells the hot 
tea story in a dramatic new way! 


Take a dramatic new tea-selling idea, put 
$1,200,000 behind it in nighttime TV 
spots, run ’em all through the hot tea season 
from October through March—and you’ve 
got the makings of the biggest year yet in 
tea sales history! 

That is exactly what the Tea Council is 
doing for hot tea in 1957-58. And they’re 
doing it in the 18 big tea-selling markets 


tea council 


of the U.S.A., Inc. 
500 Fifth Avenue, New York 36, New York 


in a TV spot saturation campaign, night 
after night, week after week, all season long. 

Hot tea pours it on—with more selling 
power than ever before. So c’mon and join 
the push and get in on the profits. Be sure 
to watch for hot tea on TV coming your 
way in October! 


TAKE 
TEA 


AND SEE 
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BUILDING TEA 


=! 
IN RESTAURANTS 


VOLUME 


There is hardly a merchandiser in the tea industry who 
doesn't have some very tight, preconceiv ed notions about 
hot tea’s popularity with the restaurateur. The concepts 
may range anywhere from a quiet, “We know they like 
it,” to an indirect statement of attitude like, “We don’t 
do any special promotions on tea.” 

On the theory that /¢ is always a good idea to go directly 
to the source for information, COFFEE & TEA INDUSTRIES 
surveyed leading restaurateurs, on all levels, to find out 
just how ‘hey felt about hot tea. We questioned them about 
hot tea. We questioned them about as many facets as they 
were willing to take time out to discuss: 

Is tea moving along with them? 

How do they prepare and serve it? 

Do they use displays? 

Have the tried lo st¥e tch the iced led Season? 

We probed in many areas. Here are the findings. You 
may be surprised by some of these, delighted by others. Or 
maybe you will say, ‘I knew it all the time.’ 

The statements of some restaurateurs flatly contradict 
he comments of their competitors. In such instarices, it 
is difficult to strain down to the essential truth of the situ- 
ation and it becomes a case of ‘‘which paper do you read?” 
Each version, of course, is worth attention 

Here is how your restaurant account feels about you and 


your product 


Stouffer’s Restaurants 


In the opinion of Margaret L. Mitchell, vice president 
in charge of food production for this chain of 20 medium- 
price restaurants, ‘‘tea merchandising has grown consider- 
ably.”” In Stouffer's, they ‘‘sell” tea by occasional use of 
window displays, and menu promotion lines. 

Tea preparation here is strictly according to Hoyle. ‘Hot 
tea is made by placing the tea bag in the hot teapot, and 
then adding boiling water. For iced tea, we prepare a very 
strong tea in advance of service. It is cooled, and served 


Zz COFFEE & 


How do restaurant operators 
feel about tea — and selling more 
of it: a field report 


Hot tea in a counter 
service setting. From 
a Tea Council TV spot. 


over ice cubes in an iced tea glass.” Even though their 
preparation technique is better than adequate, Stouffer's is 
“considering the use of a tea urn for better quality tea.” 

This executive would recommend to the tea industry 
that, since the urn is thought to turn out the best service 
ot tea for a restaurant, “it would be well to merchandise the 


use of the tea urn.” 


The Colonnade Co. 


Here is what we meant by contradiction. 

“Basically, we do not see the merchandising of tea to 
be growing in our operation to any great extent,’ states 
Harriet E. Wilcox, food director of this company. 

The spokesman for this chain of cafeterias said also, “We 
have no planned sales promotion or merchandising for the 
sale of tea.” 

She did add that the Colonnade Co. has “found the pro- 
motions of the Tea Council to be helpful to us.” Tea sales- 
However, we do 
which is 


men, also, have “given us helpful ideas. 
not always go along with their recommendations 
probably normal.” 

At the Colonnade, ‘Hot tea is served directly at our cafe- 
teria counter by pouring the boiling water from the urn di- 
rectly into the teapot over the tea bag. This is placed upon 
the guest’s tray. 

One more interesting sidelight from this company, which 
operates ten units: “We have been and are serving iced 
tea the year ‘round. It has proven to be fairly popular in the 
wintertime, particularly if there are warm days now and 
then.” 

Perhaps the answer as to why Colonnade has been doing 
a good job with iced tea lies in the fact that they ‘thoroughly 
believe preparation to be most important in serving a good 
glass of iced tea.’’ They make the concentrate, then add cold 
water so that the tea is at room temperature, before pouring 
it over ice. 
and The Flavor Field 
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Denver Dry Goods Co. Tea Room 


For the advocates of extending the iced tea season, Mrs. 
Pat Anderson, manager of this operation, has good news. 
“Iced tea is on our menu the year around, and has been 
We get lots of favorable 

mid-afternoon customers 
We also find 
that calorie-counting customers often prefer iced tea and 
order it during both hot and cold months.” 

This, mind you, is from an operation in a section of the 


for about the past four years. 
coffee-break 
who are glad to have the variety of iced tea. 


comment from and 


country where it gets mighty cold outside. 

An extra little gimmick from Mrs. Anderson: ‘We also 
refill the tea glasses free, just like the coffee cups, and the 
customers are very pleased.” 


Brass Rail Restaurants 


“It is time the promotion of hot tea in 
stepped up, “said Ed Levine, president of this operation, 


restaurants was 


which serves literally millions of meals annually through its 
restaurants, industrial operations and inflight feeding. Mr. 
Levine admitted that the Brass Rail has not been “featuring 
tea too much.” 

“You have to remember,” he adds, ‘that the restaurateur 
has so many profitable items, he can’t possibly highlight 
all of them.” Fully aware of tea’s extremely high profit- 
ability, however, Mr. Levine went on to say that tea repre- 
sentatives ought to wake up and prod the consciousness of 
the operator into promoting their product. 

Generally speaking, he feels tea has taken some small 
steps forward. “But it is like anything else. You can sell 
more if you push it more.” 

From his own experience, Mr. Levine feels tea salesmen 
have not done this job yet. ‘Tea salesmen are just order- 
takers; we haven't heard of anyone who really sells tea. 
Many of them also sell coffee.’ So what constitutes selling 
to them is merely jotting down the number of pounds of 


each beverage required by the customer. 





Take Tea 
and See... 


FOSTERS TEA, THAT IS! 


...nd made better with an English 
Muffin, toasted golden brown and 
well-buttered; with real English 
orange marmalade ...2 to 5 
special... just 18¢ 


How tea is ''Fos- 
tered" in San Fran- 
cisco during slow 
traffic time of day, 
in combination with 
low cost food items. 
Fosters, a restau- 
rant chain, tied in 
with Tea Council 
slogan. Ad is shown 
here much reduced 
in size. 


AT ALL FOSTERS 
RESTAURANTS 


ORIGINAL AND GENUINE 


ENGLISH MUFFINS 
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Some years back, the Brass Rail switched to teapots in 
their service because they felt that teapots appeal more 
strongly to customers. They now use them exclusively, the 
average pot being one and a half cups. 

In preparing tea, they use hot water urns. ‘We try very 
hard to see to it that the water reserved for tea service is 
always kept boiling,” Mr. Levine. An 
feature of the Brass Rail’s service, however, is that the tea 
The explanation is that 


says unorthodox 
bag is served alongside the cup. 
they want to offer the patron a chance to brew his tea to 
whatever strength he desires 

reparation procedure in all their units is identical, with 
the exception of the meals served inflight. Obviously, it 
would be impractical to have hostess rattling around with 
teapot lids, tea bags, etc., while the plane is in flight. On 
planes, tea is brewed in advance and brought to the passen- 
gers in plastic cups. 

The Brass Rail trains its service people to say: “Would 
you like your beverage with your dinner, or later?” The de- 
cision as to what beverage to order is left to the customer 


United-Cigar Whelan 


Inasmuch as United-Cigar Whelan is strictly a fountain 
service, it is quite a different operation from that of the 
Brass Rail. Yet, Joseph Caballero, director of food oper- 
ations for all 115 stores, except those on the West Coast, 
made somewhat similar comments. ‘We get more on tea 
during the summer,” says Mr. Caballero, referring to what 
he describes as ‘excellent point-of-sale material from the 
Tea Council.” 

What he would like to see, however, is more promotion 
material during the winter, too. 

He knows that he could sell more hot tea with a little 
more “pushing.”” “Whenever I put on a combination of 
hot tea and a food item, like toasted English muffin, as an 
afternoon pick-up, we sell more tea.” However, Mr. 
Caballero stages this kind of special promotion only a couple 
of times during the fall and winter. 

While tea is featured on all United-Cigar Whelan menus, 
they never use clip-ons on hot tea alone. Why this should be 
so, Mr. Caballero cannot quite explain. He regards tea as 
a good item, and while he thinks he has been selling “no 
more, no less than we ever did,” he is sure he could sell 
more, with the right kind of promotion help. 

At United-Cigar Whelan, the iced tea season is promoted 
until the middle of October. Via the daily menus, “we 
let the customer know that we have iced tea available.’ So 
much depends on the weather, says Mr. Caballero. If it re- 
mains fairly warm, “we try to keep it available and known 
until the second week in October.” 

This company discontinued using the individual teapot. 
It now serves tea in a cup, and draws boiling water over 
the tea bag inside the cup, unless the customer requests the 
tea bag on the side. 

Their equipment for boiling water is not standardized in 
all the stores. Some stores use gas-heated coffee urns which 
have a flow of boiling water; others use gas stove units; still 
others use the electric Cory coffee maker. 

(Continued on page 60) 
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“Our tea sales are up 75% in 10 years” 





By A. B. DREISSIGER, Vice President 


United Food Management Services, Inc 


These remarks by Mr. Dreissiger are a practical monument 
to the tea merchandising tenet that where a properly pre- 
pared serving of tea is combined with aggressive merchandis- 
mg and consistent promotion, there is no telling hou high 
the sales peak can climb. 

In office buildings distributed widely throughout the east- 
ern half of the United Sta'es, United Food Management 
Services, Inc., has more than 200 plants, including execu- 
mobile 


tive dining rooms, cafeterias, canteens and unets, 
The} have over 2,000 employees rerving better than 275,000 
people per da) 

Tea merchandising has increased—and improved—im- 
measurably in the last ten years. It might have been the 
wartime operations of industry, a department in themselves, 
which through innovations in food service opened the way 
to more and better merchandising in this area. 

Through merchandising and the continually growing ac- 
ceptance and demand it fosters, our sales of tea, iced and 
hot, have increased approximately 75% as compared to sales 


This take 


scope f our operations 


ten years ago. into cons:deration the enlarged 


Our sales methods for tea are basically the same two 
we use for all of our other products. First, we prepare the 
best quality food we can that suits both nutrition needs and 
the tastes of our customers, and price it fairly. The majority 
of our customers know and appreciate this quality and buy 
because of it 

Secondly, we display our products attractively, making 
sure the general atmosphere in which they are served is 
We attention to 


items by using promotional material provided by us or our 


also appealing. direct customer various 
supphic 
formation and instructions included in our general news- 
letter or transmitted through our district managers, 


We have tried to solve customer relations problems by 


rs. Our personnel is kept abreast of trends by in- 


avoiding them. 

Our tea supply and preparation have become standardized 
procedures, and I can make no specific suggestions to im- 
prove their effectiveness: 

In making tea, we suggest the following steps to our 
staffs: 

1. Pre-heat the cup or pot by rinsing it out with boiling 
water. 

2. Place the tea in the empty cup or pot. 

3. Pour boiling water over the tea. 

4. Steep the tea for three to five minutes according to 
taste. 

Our tea is made daily to prevent staleness, a factor which 
is disproportionately high in adversely affecting cuctor-er 
preference for tea. 
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Certainly the excellent ideas and material supplied us by 
the Tea Council have been a major factor in our successful 
sales. We do not have the time or personnel to devote to 
promotion of individual items which could compare to the 
work of the Tea Council. 

This goes without saying in reference to national cover 
age in radio, television and other media, the direct benefits 
of which are quite apparent to us. We depend upon such 
sources as these because of the normal limitations of such 
a firm as ours and because of the results achieved through 
cooperation with the Council and representatives of our 
supply firms. 

Tea is a favcrite of ours from the standpoint of pro- 
motion, among others, because it lends itself to attractive 
display in both bulk and glasses. In addition to the material 
created by the Tea Council and suppliers (literature, posters, 
counter signs), a good looking cannister, lemon slices and 
mint sprigs, long silver spoons and colorful straws lend an 
extra dash to the product. 

On the theory of ‘Why not?’ and in response to indicated 
customer preference, we stretched the iced tea season in 


one installation some time ago and fcund that there was 


nothing seasonal about it 
a standard year-around beverage in 


Winter sales may run as high 


Iced tea has becom 
most of our installations. 


25 of the customers using a cafeteria or canteen. 


Making good iced tea available in all seasons and using 
the promotional dev:ces indicated above has proved enough 
to gain overall] satisfactory sales of this profitable item re- 


gardless of outside temperatures.’ 





Teapots heated by induction from urns in public service operation. 
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““Pressure-Packed”’ 


New Aluminum 
Foul Wrap 
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what your salesmen should know 
about hot tea 





a reference guide to basic 


SELLING THE 


The big difference between hot tea and iced tea is not 
one of temperature but of merchandising. As one expert 
summed it up: “The iced tea business just happens. Hot tea 
sales, on the other hand, don’t just happen. The tea 
dustry and its representatives have to make it happen.” 

Only one-third of the tea consumed in the United States 
annually is taken in the form of iced tea. Two times that 
amount the American consumer drinks Ao. 

He could, and would, drink more, provided everyone 
concerned with the sale and promotion of tea, “made it 


in- 


happen.” 

This is a large order, and it is the tea salesman who 
comes in for the bulk of it. In both the restaurant-institu- 
tional and grocery fields, the tea salesman has two words 
that can serve him, if used properly, to open sales doors 
as effectively as “open sesame’’ served Ali Baba. The mes- 
sage is “high profit,’ and it is definitely no fairy tale to the 
tea man, restaurateur and food store operator alike. 


Sell hot tea’s profit story 


Grocers sell three-fourths of the entire tea tonnage in 
the United States. Obviously, the tea salesman should con- 
centrate his best efforts to enlist the grocer as an acitve 
partner in the task of making big things happen to the sale 
of hot tea. 

R. L. Larsen, sales manager of Salada-Shirriff-Horsey, Inc., 
reports this: “It is an important part of our salesmen’s pres- 
entation to point out to the grocers that tea is a prontable 
item. They stress the profit story on tea compared with 
other items on the shelves. They point out that tea will 
yield 116% more profit per square foot of floor space than 
beer and wine, 24% more than soft drinks, and a higher 
percentage of profit than the vast majority of items in the 
top product class.” 

Another packer states bluntly that “tea represents one 
of the ten most profitable items in the grocery store.” 

Mr. Larsen pointed out further that his company does 
not limit tea’s profit story to comparisons with its direct 
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facts and selling techniques 


FOOD STORE 


competitors: “Our salesman realizes that in the battle of 
the shelf, every item in the store is a competitor.” 

In addition to proving to the grocer that tea will show 
243% more gross volume per square foot of shelf space 
than beer and wine, and 50% more than soft drinks, Mr 
Larsen’s sales force points out that it will show compara- 
tively more volume per square foot than the vast majority 
of items in the top product class. 


Sell hot tea’s popularity 


Tea’s popularity gives the salesman an additional com- 
ponent for a vigorous approach in selling the grocer. Ac- 
cording to a survey made by the A. C. Nielsen Co., the 
average American drinks one cup of tea to three cups of 
coftee. 

If the grocery were to put a comparable 25% of its 
promotion and sales effort behind tea, in conjunction with 
the tea salesman, ‘they would boom the sale of tea,” one 
expert figures. This effort take the form 
merely of more concentrated promotions within the store. 


extra could 

It is up to the tea salesman, of course, to get the food 
store operator so excited about tea that he undertakes this 
Grocers compliment coffee’s drawing power, 
“Every weekend, coffee 


extra effort. 
by making it a price football. 
specials are advertised throughout the length and breadth of 
the land,” said one tea authority. “Why do tea salesmen 
keep the potent statistic of tea’s popularity from the grocer! 


Sell hot tea’s advertising programs 


From the food store operator himself come worthwhile 
suggestions on what interests him in a product. Ted Von 
der Ahe, vice president of Von's Market chain in the West, 
suggests that salesmen of all grocery commodities, tea in- 
cluded, pay attention to the three things that he and other 
food store operators want to hear: 

(1) What advertising and promotion effort is behind 
the product and is it continuing? (2) What are my poten- 
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tial sales? (3) Actual case histories, with proof and 


documentation, of sales velocity elsewhere. 


Sell hot tea displays 


If the to take 
spurring tea sales himself, he also wants specific promotions 
Samuel 


food merchandiser is an active part in 
ind displays ready-cooked and digested for him. 
Winokur, vice president of Seeman Bros., Inc., puts the 
blame for this situation directly on the fact that while food 
store operators regard tea as a good item, they have literally 
other commodities to about. “It is 
easier to talk tea to the buyer for a chain than to the 


thousands of worry 
smaller independent who handles all facets of his merchan- 
dising himseif,’”” Mr. Winokur says. ‘The chain buyer 
is divorced from the distractions of day-today details right 
in the store.” Besides, they are what he calls, ‘more tea 
conscious.’ 

But as a recent Nielsen study pointed out, chain outlets 
account for only 42.4% of the total grocery store sales; of 
17.6% that remains, the smaller independents account for 
10.2%. So, as Mr. Winokur puts it, the tea sales- 
man still has to “fight for attention on tea’ 


another 
with a good 
portion of his accounts 

The tea salesman can combat inertia to his product with 
P have that 


initiate 


powerful programs of display. ackers found 


while grocery executives are sometimes loathe to 
their own promotions, there is very little resistance to such 
programs if the tea salesman presents the plan all worked 
out and ready to go. 

Companies like Seeman Bros. train a corps of salesmen 
in the techniques of special displays and demonstrations foi 
In this connection, Seeman Bros. insti- 


three 


just such a purpose 
tuted a unique promotion idea last January. For 
months, they sponosored a contest in a grocery trade publi 
cation, offering 25 cash prizes to grocers who had the best 
shelf arrangement and display of tea 

The contest stressed attractive tea departments, interesting 
These more durable 


shelf arrangements, and so on. dis- 


plays, rather than the special displays which attract atten- 
tion for a couple of weeks and then come down, exert a 
ontinuing influence on the customer, the company feels 

their salesmen to help 


winning arrangements, the firm shrewdly offered a dupli- 


To encourage accounts set up 
cate cash prize to the salesman servicing the winning store 

Packers emphasize to their men in the field how important 
it is to take advantage of available materials. They urge 
them to use not only company advertising and display ma- 
terials but those provided by the Tea Council. One company 
revealed that their managerial staff checked the activities of 
their salesmen constantly in this regard. 

Another made it profitable for its salesmen to acf on this 
kind of prodding by giving commissions and bonuses on 


the sale of hot tea. 


Sell hot tea tie-ins 


The salesman can fight for attention on tea in various 
ways. One strong method is the tie in sale. 

A California the combination of hot tea 
with related items such as cookies. Tea is a ‘‘natural,” says 
another sales manager, for promotion with other high gross 


firm stresses 
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profit items and also with low gross profit items. “It takes 
only a little imagination to vary the tie-in items with the 
seasons to provide promotions the year ‘round,’ he com- 
ments. 

Tea does not have to be combined only with the classics, 
like lemon and sugar. Tea and tuna, for instance, is a 
handsome combination that kills several merchandising birds 
with the same stone: (1) It is high profit; (2) It offers a 
“new” use, for the product; (3) For the consumer, it has 
“appetite” appeal. Both (2) and (3) are recognized sales 
boosters. 

There is no reason why hot tea has to play Cinderella 
to iced tea’s role as the favored sister when it comes to tie 


Ins. 


Sell more shelf facings 


Just how important are shelf facings? Is the 
presence of the commodity on the shelf enough to spark 


mere 


the sale or does the manufacturer have to work toward a 
mass display in order to be effective? 

James O. Peckham, executive vice-president of A. ¢ 
Nielsen Co., has had some fascinating things to say on 
this vital subject. Consider two brands, A and B. In 
stores where Brand A has more shelf facings than Brand B, 
it cornered 53.9% of the business, reports Mr. Peckham. 
Where A had the same number of shelf facings, its share 
reduced to 45.4%, total 
shelf facings, it accounted for only 30.2% of the two-brand 
total. 


was and when it received less 


Mr. Peckham went still further with his findings. Even 
if you take Brand A into its poorest territory, when it has 
more shelf spacings than Brand B it will do 27.8%; with 


the same number, sales drop to 21.1%, and when it has 
less, they dribble to a low of 14.4%. 

The only conclusion is: ‘Shelf facings and brand positions 
are definitely correlated.” 

Many tea packers have taken this merchandising truth 
One western packer states unequivocally that mass 


His 


company believes in and fosters a complete tea department 


to heart. 
displays of tea create impulse’ and stimulate sales 
with all sizes of each brand merchandised together to 
create greater mass display impact.” 

Additionally, he thinks that mass displays ‘do no! re- 
quire ‘cut price.’ "’ This packer supports all store promo- 
tions with dealer ads, local and national media advertising, 
and colorful point-of-sale material. 


Sell window displays 


Merchandising experts 


One final word on displays. 
feel that the tea industry is missing the boat when it doesn't 
take advantage of the possibilities for exploitation in the 
well-observed windows of grocery stores. ‘Department 
stores do it, why not markets, also?,”” commented one expert. 

Ideas for such displays are as varied as the minds dream- 
ing them up. A department store in Buffalo last year had a 
successful display of brass, maps, tea, artcraft and a host of 
other materials emanating from the three big tea producing 


countries, India, Ceylon, and Indonesia. 
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Sell special event tie-ins 


Promotions can be given a touch of timeliness through 
tie-ins with local charity fund-raising drives. 

The department stores are sources of gimmicks that 
could easily be adapted to the food store. Antique shows 
in which local citizens loan their antique tea caddies, silver, 
tables, etc., for exhibitions would make unusual and_at- 
tractive promotions. 

Bamberger’s in Newark, N. J. planned a special promo- 
tiona on tea recently in which a jumbo silver bowl was 
filled with tea and customers were requested to guess the 
tea’s weight. The winner received a silver prize. 
Bamberger’s used this promotion to push its silver depart- 
A food store could employ a variation on this theme 


hear and think tea. 


ment. 


to ge customers to see, 


Sell hot tea samplings 


Samplings are unfamiliar landmarks in the supermarket 
Yet, here again, the department stores have drawn 
It is not unusual to find a general merchandise store 


terrain. 
a beat. 
running tea pick-up sessions from 3:00 to 5:00 in the after- 
noon. The idea is that after the shopper is rested, she can 
go on to do more buying. 

The same principle can be applied to the supermarket. 
Why vor 


tea bars for shoppers in the grocery? 


Sell better stock handling 


Today's grocer wants service not only in the form of 
promotion and the actual setting up of shelves and displays. 
He wants his distribution channels oiled and faciliated. Ac- 
cording to Paul S. Willis, president of the Grocery Manu- 
“are asking for 


facturers of America, Inc., more operators 
better mehods of /oading your shipments so as to facilitate 
They also claim there 1s not 
traffic 


and speed up anloading. 


enough coordination between manufacturer's and 
sales departments, leading to unnecessary delays that produce 


out-of-stock conditions.’ 


Sell a longer iced tea season 
for every opportunity to stretch 
the iced tea As Mr. Larsen, 
of Salada-Shirriff-Horsey, Inc., The 
season is to a great extent dependent on the weather 


The alert salesman looks 
season in the grocery store. 
points out, iced tea 
Even 
during the summer months there is a fluctuation in the de- 
mand. What we must aim for is to associate iced tea with 
cooling off’ during hot weather whether it comes early, 
during, or late in the season.” 

Salada’s advertising and promotional work, therefore, is 
geared to stimulate the use of iced tea whenever the tempera- 
ture soars. 

Another large-scale packer says simply that by better 
informing his sales people, “more and more tea is being 


sold for iced tea consumption 12 months of the year.” 


Sell new tea potentials 


The tea salesman still has a lot of missionary work to 
do in opening up new markets for tea. 

One of these new markets is the so-called “younger gen- 
If the tea salesman can enthuse this group about 


eration.” 
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switching to tea as a between-meal pick-up, he has made him- 
self a huge, comparatively untouched market. 

Salada-Shirriff-Horsey, Inc. recently tried to reach the 
younger group with a promotion in which it offered a youth 
ful beach bag with each purchase of tea plus $1.00. 


Don’t pin your future to deals 


This brings us smack into the deal, that special arrange- 
ment whereby money is literally given away to the consumer 
and/or grocer to promote the sale of tea. 

Are deals 
promotion of his product? 

The Nielsen organization estimates that in the period 
between 1953 and 1955, consumer offers expanded 92%. 
Certainly from where the market operator and the packer 
sit, it is obvious that the deal is well-entrenched. 

The food store man will tell you that there is hardly one 


a deterrent or an aid to the salesman in the 


tea brand on his shelves that doesn’t carry a ‘something off’ 
announcement. 

On the tea packer? 
packers,” says the sales promotion executive of one large 
Even if he regards the deal as unsafe from the 
long-range point of view, he may also feel, as does Mr 
Winokur, of Seeman Bros., that it is unsafe 
offer them while everyone else does.” 

Deals may have an effect, temporarily. 
customer,’ says Mr. Winokur. If they were not effective, 
People in the tea industry, 


“Deals exist with all national tea 


company. 
“if we don't 
“They divert the 


it would be easy to stop them. 
however, are concerned with how effective the deal is after 
the newness of it wears off. It is too easy for the customer 
to switch her loyalties to whichever brand offers the best 
deal. 
Another deal’s eventual 
the deal at the 


Customers begin to look for 


that leads to the 


C ompanies run 


factor 
that 
time of the year, every year. 
them in the same way that they wait for spring linen sales 


stag- 


nation 1s most same 


or August fur promotions, and they save up their purchases 
for those periods. 

The tea packer’s attitude toward the deal seems to be 
that “if lick and do the 
you 

Methods of makin 
haps, an unsound bargain, vary. 


you can't ‘em, join ‘em”’ best 
can. 

g the best of what is essentially, pet 
; One large concern ha 
found that allowances to the grocer are less effective than 
special incentives of either price or premium to the customer 
So they concentrate on the latter. 

Another company uses grocer deals in combination with 
consumer deals “in order to gain closer cooperation from 
the trade and in-store benefits at the retail level.” 

As an example, during a recent promotion this company 
offered grocers a case allowance for a display, and turned 
the premium in each store over to the manager when the dis- 
play was concluded. 

According to the sales manager of this company, “It is 
important to offer the trade some sort of deal to make it 
worth their while to cooperate with us in the promotion 
of consumer deals.” 

Still other firms offer the grocer trade discounts on case 
lots, so that whatever profit he may have lost on the “deal” 
is restored to him. 

There are any number of people in the tea industry who 
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regard the whole procedure of giving away money 
sole purpose of being able to give away still more money 
as industry suicide. Said one, ‘The U. S. Treasury doesn’t 
have any trouble giving dimes away.”’ 


Backing up this contention that deals are a loss is a study 


entitled ‘Consumer Deals and Promotions—Facts, Figures, 
and Fancies,”” researched by the A. C. Nielsen Co. This 
report states positively, and on the basis of accumulated 
evidence, that (1) Sales gains on old, well established 
brands are usually temporary as the result of the deal, and 
(2) Consumer promotions rarely stop a declining sales 


curve. 


for the 
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Experts in food merchandising, like Paul S. Willis, 
sound the warning that deals, instead of creating loyalty, 
“When 
many brands in a product category are sold this way,’’ states 
Mr. Willis, 
brands.” 


may actually jeopardize the standing of brands. 


“shoppers may start to buy deals instead of 


To get /asting sales results in the grocery field, the tea 
salesman might want to make note of this formula: ‘‘Im- 
proved quality plus better packaging, plus sales force plus 
adequate advertising.” combination can 
yield a 120% sales increase, says the A. C. Nielsen Co. 


These factors in 


SELLING the restaurant-institutional market 


The big arrow that points the way to increased hot tea 
sales in the restaurant-institutional area again is the profit 
story. It has been estimated that the restaurateur makes 
more profit on tea than he does on any other beverage. 
He also sells a lot more hot tea, tonnage-wise, during the 
major portion of the year, than he does iced tea. 

Knowing these two facts about hot tea, no tea salesman 
need ever make any apology for prodding his accounts to 
push hot tea. The restaurateur will eventually thank him 
for it. 

Commented an official in the institutional department of 
one large firm, “Our salesmen are not in a position where 
they have to convince restaurateurs that promoting and dis- 
playing tea is a profitable operation. This is a known fact 
to restaurant operators. 


Sell proper hot tea preparation 


Before hitting the target, the “big arrow” usually gets 
bogged down in what is the major obstruction to increased 
sales in outside-the-home eating establishments: preparation 
techniques. 

There is no doubt of it; what sells tea in the restaurant 
is a good quality serving. 

But while the average American drinks one cup of tea 
to three cups of coffee at home, tea merchandising experts 
agree that if the restaurateur were to sell one cup of hot tea 
to every ten cups of hot coffee, he would be doing an out- 
As things stand now, the common ratio is 


standing job. 
and even 1 to 50 is not unusual. 


1 to 20 or 30 

Where a restaurant has what is considered a good ratio, 
this superior selling figure is generally attributed to equally 
superior techniques of preparation. 

When a survey was made of methods of tea preparation 
in all types of eating-out establishments, from fountains to 
elegant restaurants, the results revealed that only one out 
of every eight restaurants actually combined the three most 
important requirements for tea preparation: (1) Fresh, 
bubbling water; (2) A tea bag of sufficient weight for the 
size of the serving; (3) The tea bag in the cup or pot 
before the water is drawn. 

Only 21% of all the establishments surveyed actually 
had boiling water; an additional 13% had water of at least 
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200° temperature (200° being a minimum, not an optimum 
requirement). Two-thirds served tea properly, that is with 
the water poured over the tea bag; the rest used dry service, 
that bane of the tea industry. Substandard-weight tea bags 
were used by 15% of the eating out establishments; 8 out 
of 10 used standard weight teabags. 

What is the remedy? Obviously, the tea salesman to 
the restaurant-institutional field has to educate the operator 
in how to make a good cup of tea. Here are the A, B, C's: 

A. First, the four basic elements of good hot tea ser- 
vice, as recommended by the Tea Association: (1) Freshly 
prepared, boiling hot water; (2) Pre-rinsing the pot or 
cup; (3) Insertion of the bag in the pot or cup; (4) The 
water drawn ov the teabag. 

This last is the key to restaurant hot tea service. 
want to show the restaurateur how to /ose tea sales, tell him 
to use dry service—that is, to serve the tea bag on the out- 


If you 


side of the pot. 

B. The correct size tea bag for the particular service is a 
must: (1) Any container, cup or pot that holds 514 to 
61, ounces of liquid is designed for the 200-to-the-pound, 
or 35-grain, tea bag; (2) The minute the restaurateur 
switches to pot service of 8, 9, and 10 ounces, he should 
use 150-to-the-pound, or 46-grain, tea bags. These tea 
bags may cost more, but this factor should not deter the 
salesman from recommending them to his accounts, if they 
want to achieve more palatable brews. 

C. The only way the restaurateur can get fine hot tea 
all the time is to have a ready supply of boiling water. 
Usually his coffee urn is ineffective for this purpose because 
it is turned down to a temperature of 175°, and this is not 
boiling temperature. 

Many restaurateurs have mechanical difficulties making 
boiling water for tea service. The salesman should know 
what equipment is available to help the restaurateur get 
around his particular problem. In many cases, a simple 
piece of supplementary equipment, like the two-burner 
electric “hot plate,” can increase the operator's tea business 
from 10% to 25%. How? When a customer sees that 
fresh tea, not the stale, already-prepared kind, is available, 
he is more likely to order. 

Improper tea preparation can have damaging sales ef- 
fects not only within the restaurant, but for the tea packer 
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as well. Consider the consequences every time a customer 
receives a limp tea bag and some tepid water in response 
to an order for hot tea. He might well make a mental 
note of the brand name. When he buys tea for home use, 
he is not likely to buy that brand. 

Several of the packers questioned by your COFFEE & TEA 
INDUSTRIES reporter disclosed what they did to alert sales- 
men and restaurateur alike to the importance of correct 
preparation. 

Walter Belinky, general sales manager for the Con- 
tinental Coffee Co. in Chicago, pointed out that his com- 
pany'’s salesmen “'stress proper serving methods as a means 
of assuring best cup quality. Where ‘dry’ service is practiced, 
our salesmen point out the improvement to be realized 
from ‘wet’ service methods.” Continental’s salesmen also 
distribute the Tea Council's brewing and serving information 
brochures to help customers serve “the best tea possible.” 

Administratively, Continental keeps its salesmen on their 
toes by featuring hot tea in special contests during the 
years. These offer ‘ncreased commissions for sales which 
exceed specified quotas. 

Another packer reports that “Our field sales organiza- 
tion has been trained to understand and assist in the prepara- 
tion, serving, and promoting of tea.” They “‘assist restau- 
rateurs in any form necessary” to help with the sale of tea. 

Again, this packer reports that “constant pressure is put 
upon our field sales organization to sell more hot tea. 
Devices such as comparisons versus previous year sales and 
occasional incentive plans together with special product 


promotions are utilized.” 


Place hot tea promotion material 


Packers help their field sales offices and individual 
sales representatives ‘‘sell’’ accounts by providing them with 


the Tea Council's display and promotion material, But 
the comment that “we do not have any of our own specific 
tea promotion material,” cropped up several times. 

However, Mr. Belinky, of Continental, added that his 
concern did not “especially encourage use of display material 
because most restaurants seem unwilling to use this type 
of promotion.” 

According to one leader in the institutional area, very 
few individual restaurants will use display material. The 
big chains, however, have no such inhibitions. They use 
lots of promotion material and do a bigger merchandising 


job 


Work out hot tea tie-ins 


There are other ways to promote tea than with posters 
and point-of-sale material. One of the better methods is 
Tea is seldom drunk alone; it just naturally 
goes with food. That is why it has special adaptability for 
the mid-afternoon snack, that special time of the day when 
the establishment is apt to have very little trafic. Taste- 
teaser “tea plus’ combinations help the restaurateur in- 
crease his profit during slack periods, for in addition to 


the tie-in 


selling a beverage, he also sells food. 
At least one packer revealed that he did not stress hot 
tea promotions at all. “Most of our promotions, up to 


now at least, have been on iced tea rather than hot tea,” 
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said Lewis W. King, general sales manager of King Coffee, 
Inc. 


Stretch the iced tea season 


This leads us right into the as yet little explored avenue 
of selling more tea by stretching the iced tea season. 

It is a well accepted fact that tea sales during the sum- 
mer months depend primarily on the consumption of iced 
iea. It has also been shown that iced tea sales show a 
marked relationship to weather temperatures, just as do 
other cold beverages. 

Glance at these figures describing what happens to cold 
beverage consumption as the weather changes; For every 
10° increase in temperature, the consumption of beer in- 
creases 0.9, carbonated beverages go up 1.6, and iced tea 
zooms 3.8 percentage points. 

Is there any reason why this zooming process should 
not continue when the weather is warm during unorthodox 
times of the year? And even during cool weather ? 

Where operator and tea salesman joined hands for the 
strong pull, there have been some spectacular successes in 
stretching the iced tea season. 

Whenever the weather cooperates, tea salesmen should be 
ready to take advantage of their increased sales opportunities. 

On the administrative level, however, your reporter found 
little enhusiasm or actual preparation for unusual weather 
conditions. One of the larger firms stated simply: ‘To date 
we have not taken any specific action towards lengthening 
the iced tea season.” 

Lewis W. King feels there is little that the individual 
company can do to prolong the season. “During a really 
hot summer our iced tea inventories can melt like 
magic, while a cold summer often leaves us with large 
quantities in stock. Restaurant customers start asking for 
iced tea on the first hot day, and stop buying just as abruptly 
with the first cool spell. It is weather and temperature that 
regulate the length of season for restaurant consumption of 
Our iced tea inventories bear mute evidence of 


away 


iced tea. 
this fact.’ 
Then Mr. King adds an important “however!” 
lengthened their season, and iced tea can undoubtedly do 
the same—but it is an industry job. Our own company pro- 
motions, which are numerous, are beamed at the restaurateur 
rather than the consumer. If we can get the restaurateur 
to upgrade his iced tea, we know he will sell more during 
the season. Our promotions company-wise must be timely, 
specific, and of immediate benefit to our customers.” 
Continental Coffee also reports that management took 
“no special steps.’ However, extending the iced tea sea- 
son is too lucrative a potential to skip entirely, even for 
companies like Continental, which report that they keep 
their men “informed of the profit possibilities for customers 
in serving iced tea in cooler months, as they do soft drinks, 
and have been urged to encourage customers to prolong 


“Florida 


iced tea serving.” 

The key words in the above paragraph are “profit pos- 
sibilities.” If the tea salesman keeps these in front of him 
like a road sign, he can’t help but travel on to inc reased 
sales of tea, hot and cold in the restaurant-institutional 


field, during a// times of the year. 
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We’re off to the Tea Association Convention at The Green- 
brier, White Sulphur Springs, West Virginia. 


Plan to come, too! 


We’d like very much to meet you and swap ideas, talk 


THE GREENB 
old times and new, and discuss our mutual problems. RIER 


WHITE SULPHUR SPRINGS 
Hope to see you at the Convention. WEST VIRGINIA 
SEPTEMBER 15.18 


THOMAS J. LIPTON, INC. 
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Backing expanded TV campaign for “Take Tea and See” 


are compelling point-of-purchase aids for key markets 


By HAROLD L. SUTTLE, Chairman 
Tea Association of the U.S.A. 
Merchandising Committee 


This fall the Tea industry will urge more consumers 
throughout the nation to “Take Tea and See’’ than ever be- 
fore. An expanded TV campaign covering 18 major market 
areas will give tea its greatest fall advertising impact to 


A bold new 


rectly to the consumer will be unveiled with the advent of 


date! direct sell” approach which appeals di- 


the hot tea season. 
The 


in furthering the consumption of Tea in both the home and 


entire series of tea commercials should do much 


restaurants 


Merchandising payoff 


In order to plan and produce merchandising materials 
that would tie in effectively with this advertising campaign, 
the Merchandising Committee started to consider the pos- 
sibilities for hot tea very early in the year. 

By March 7th, 1957, except for a few minor details, the 
1957 hot tea grocery and restaurant merchandising cam- 
paigns had been completely worked out. This timing is of 
very special importance, since it meant that packers would 
have plenty of time to integrate the industry plans with their 
brand campaigns. This consolidation of selling effort 
will, we hope, add a new dimension to tea’s in-store sales 
pressure this coming season. 

As always, our merchandising efforts will be in two 
parts, one for the grocery and the other for the insti- 
tutional field. Over the years, the Council staff and the 
Merchandising Committee have continuously looked for 
ways to make the plans for the campaigns in each field 
work for each other. Until this present program we had 
experienced more success with this idea for iced tea than 
for hot tea. For the 1957-58 hot tea season, however, we 
have been able to achieve a strong family resemblance be- 
tween the materials produced for both fields; economies 
have been effected which should make the cost prices for 
the institutional material most attractive to restaurant 
suppliers; and, by taking advantage of artwork, plates and 
printing runs of material planned for the grocery field it 
has been possible to produce more full-color pieces for 
the institutional field than ever before. 

It is believed that this fall tea salesmen will be equipped 
with point-of-sale material that is more appealing, more 
compelling and more colorful than ever before. 


Here are the details on this fall’s material. 
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All-purpose poster, in full color, is 14" 11", plus 2" top flap. 


Available for first time is this four-color menu tip-on. 


In the grocery field, specially designed posters tailored 
to fill the requirements of modern merchandising efforts 
will be available to chains through contributing tea pack- 
ers of the Tea Council. These posters and shelf mark- 
ers shout “Take Tea and See.” They are versatile, flexi- 
ble, and are specifically designed to be used over the wire, 
on mass displays, on walls, on shopping cart displays, etc. 
They're designed to STOP the SHOPPER and spark tea 
sales. 

In the institutional field, both proper preparation and 

(Continued on page 62) 
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premiums offer tea marketers a counter-offensive 


By GORDON C. BOWEN, Chairman of the Board, 
Premium Advertising Association of America 
President, The Premium Service Co., Inc., 
Subsidiary of the Curtis Publishing Co., Inc. 


Tea marketers these days are apparently facing the same 


problem that has been faced by so many other basic com- 
modities—holding brand loyalty in the face of competition 
that is wheeling and dealing at a really fierce rate. 
Apparently there is no answer—at least on the surface 
to price cutting and special 
deals except more of the same. 
The only problem with 
that kind of 
and one that has been faced 
by a number of industries 
ranging from soap to appli- 
that it is : 
Each 
a bigger and 


compet ition, 


ances, 1s self-de- 


feating. deal is 
answered by 
better deal, and pretty soon 
the biggest and best deals 
move the most merchandise 
but at vo profit! 

How does one counter that kind of competition? There 
Very often, a quality ad- 
vertising program can build consumer brand loyalty to 
the point where no matter how many two-for-one deals are 
offered by competitors, they will stick to your brand. But 
even more often, consumers are lamentably fickle, holding 
to the time-worn fallacy that “pigs is pigs’, or soap 1s 
or tea 1s tea. 


is of course, no pat answer. 


soap 

One thing is certain Any 
solution to the problem must be a more or less long-range 
Furthermore, there is no easy answer. Wheeling 
and dealing is always the easiest answer because it calls 
for virtually no thought, a minimum amount of planning, 


there is no quick answer. 


solution. 


and not too much creative selling. 

Creative selling, however, and that includes the kind of 
advertising mentioned above, ca counter wheeling and 
dealing 

One of the most effective tools of creative selling is the 
premium. And premium merchandising is an area where 
the tea industry has been notoriously ineffective and laggard. 

A premium has been defined as “any article of merchan- 
dise given away or sold at a reduced cost as an incentive 
to create That “extra” is the key 
For the best way to think of a premium is as 


extra sales.” word 
word 
“something extra for something extra.” 


Take just one example, the so-called continuity premium 
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plans. In a continuity program, the customer saves coupons 


or wrappers from your product. Each coupon or wrapper 
has a certain point value and is redeemable for premiums, 
whether these be a selection of merchandise from a catalog 
or a set of cutlery, silverware, dishes or pots and pans. 
started saving to earn a premium, 
that two-for-one or three-for-one 
from the swift completion of his 
getting the premium he’s set his 


Once the customer has 
experience has shown 
deals won't move him 
appointed task; to wit, 
sights on. 

This illustrates the key element in the phenomenal 
success of premiums in today’s market. As one sage put 
it, “Money is the cheapest thing there is today.” Granted 
the effects of inflation, this is still a pretty silly statement 
except in terms of human psychology. People will do 
things for $64,000, or for $100,000, or for a million, But 
basically, consumers today want /Aimgs rather than money. 

So offering things is a very effective counter to deals. 
The results in terms of moving merchandise are not as 
spectacular, to be sure. But neither are the results of a 
5¢-off or a two-for-one deal as compared with, say, just 
giving packages of tea away. 

The important thing is that the results are more profitable. 

Take a so-called ‘‘self-liquidating” premium as one ex- 
ample. (Today the term “‘self-liquidating, which used to 
mean that the premium paid for itself in the money the 
consumer sent in to get it, is meaningless. We are seeing 
“self-liquidators” today where the company making the 
offer takes a small loss on the promotion, and some where 
the company takes a profit on the premium. Personally, 
I've never been able to understand the latter, unless the 
company intends to go into the premium business instead 
of the tea, soap or whatever business.) 

Self-liquidators do not move as much merchandise as a 
deal, but they do move a good deal of merchandise very 
profitably. So do continuity programs, where the company 
making the offer can set a fixed cost for its promotion and 
live with that cost at a profit. Whether it be a fraction of 
a penny or several cents per package, you set the cost so 
that you make a profit. 

This means that premiums can be an effective counter- 
offensive to wheeling and dealing because consumer psy- 
chology will go for a premium above a deal and because 
a premium promotion is more profitable. 

(Continued on page 62) 
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e No merchandise commitments, 
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direct to individual customers. 
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Complete Premium Service. 


e Customer satisfaction 
guaranteed. 


Personalized Premiums have 
“remembrance” value. They give 
each customer the feeling of hav- 
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and individual. They are a con- 
stant reminder of your product... 
keeping your customers’ interest 
and good will indefinitely. Write, 
wire or phone for complete details 
and prices of our sales-building 
Premiums with the “Personal” 
touch. No obligation, of course. 
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PHONE: 3-4651 
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FMC's TeaMaker 


Cory's Automatic 


Vaculator's Brewmatic 


developments in automatic teamakers 





By ROBERT COMPTON, Chairman 
Brewing Committee 
Tea Association of the U.S.A. 


Through the centuries tea has been brewed in the con- 
ventional manner wherever it has been served. Some 
countries have developed almost a ritual for its service, 
and although our habits have changed many times, the 
brewing of tea has not changed basically and still involves 
the use of a teapot, pouring boiling water over the leaves, 
and allowing them to brew for five minutes or more. 

Our engineers, coming to our aid at last, have de- 
veloped and 
modernize the service of tea in restaurants and _ institu- 
There is a ray of hope that the notoriously poor 
tea service in public eating establishments will now dis- 
appear. With the new machines, the possibility of human 
error will be minimized, restaurant personnel will wel- 
come orders for tea, restaurant owners will make more 
profit. Above all, a better cup of tea will be obtainable 


when eating out than is usually served in the average 


automatic semi-automatic machines to 


clOns 


home 

It has been said that the popularity of coffee has been 
largely built up by the variety, ingenuity and efficiency of 
brewing devices produced by the equipment manufactur- 
ers. It is important that we should do all we can to pro- 
mote the use of the efficient tea brewing equipment now 
coming onto the market. 

It is our hope that a short review of some of the units 
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which have been tested by the Tea Association's Brewing 
Committee will stimulate further development along these 
lines, as well as call the attention of tea people to the 
advances which have been made and enable them to ad- 
vise their customers of these advances. 

The Cory automatic CT 115 H/5 produces a very ac- 
ceptable cup of tea with a minimum of effort, and to a 
large extent removes the incidence of human error. 

a water tank which is maintained 
By pressing a button, 


This unit contains 
at the correct brewing temperature. 
the water is allowed to flow into a stainless steel cart- 
ridge previously charged with the correct amount of tea. 
The water enters at the base of the cartridge and works 
its way up to the top, where it overflows into a two-quart 
A gauze filter prevents the tea leaves 
from spilling over. When the extraction is complete, 
the water automatically stops—and an excellent brew of 
12 cups of well made tea is ready in the glass dispenser, 


glass dispenser. 


in just under four minutes. 

Easily removable for cleaning, the cartridge comes with 
white plastic handles to identify it. The power is the 
commonly available 115 volt a.c., and the recovery rate is 
good 

The concentrate method of brewing can be used if 

(Continued on page 46) 
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Fastest direct service between the 
Far East and Atlantic Coast Ports 


The United States Lines has added nine 
new Mariner-type vessels to its fleet to be 
operated by the American Pioneer Line. 
These ships—the largest general cargo ships 
in the world—will 


service with 


offer the fastest cargo 
from Japan, 
Hong Kong, Formosa, Indo-China and Thai- 
land to New York, Boston, Philadelphia, 


regular sailings 


Baltimore and other 

the Panama Canal. 
Other United States 

careful, experienced handling to your ship- 


East Coast ports via 


Lines ships give 
ments to and from Europe and the United 
Kingdom. For schedules and complete in- 
formation, inquire at any United States Lines 
offices or agency. 


AMERICAN PIONEER LINE 
UNITED STATES LINES 


One Broadway, New York 4, New York ¢ Tel.: Digby 4-5800 
Offices in Principal Cities throughout the World 
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the quarter-ounce tea bag 





By WILLIAM H. HALL, 


“Important step forward!” 
“Most significant development in the trade since the 
introduction of the tea bag!” 
“Radical development in distribution of tea to the con- 
sumer!” 
These are the 
sensational terms which have 
been used to describe the new 
one-quarter tea bag. 
Reflections on these same re- 
marks a few years from now 
might very well prove them 
to be amazingly accurate. 
This new size bag, which is 


some of 


ounce 


now appearing on more and 

more grocery shelves coast-to- 

coast, was originally intro- 

duced to the market the 

southwest part of the country, 

specifically to be used in the preparation of iced tea. Mrs. 
Consumer was quick to recognize the convenience factor of 
only one bag, as opposed to using four, six or eight small 
bags, and movement into the homes soon reached important 
volume. 

Tea packers, quick to realize there was unlimited potential 
in this larger tea bag for hot tea as well as iced, soon were 
deep in the necessary steps of planning, testing, marketing 
and manufacturing this new item. As a result, today we 
find practically all the major tea packers either making 
preparations to enter this new field or battling for shelf 
space and consumer acceptance for their brand. 

Even with all this activity, we can say the one-quarter 
ounce bag is still in the development stages, going through 
the usual controversies on terminology, size, shape, con- 
struction of the bag and all of the other details that enter 
into the development of a finished new product. There are 
many different sizes, shapes and packs being offered on the 
market today and, to a degree, confusion reigns in this re- 
spect. With regard to these questions, our Tea Association 
directors and committees have studied the situation and have 
put forth their findings to help solve the problems en- 
countered, foremost of which is their strong recommendation 
that “the terminology ‘quart-size’ should not be used with 
a quarter-ounce tea bag, and instructions on packages should 
be consistent with those approved by the Brewing Commit- 
tee.’ These recommendations, together with the always- 
important preferences of Mrs. Consumer will, without doubt, 


I 
eventually indicate a direction to one designated standard 


in 


size and name 
Feeling in the industry is that this new size bag will 


4n 


COFFEE & TEA 


Manager 
Tea Department 
McCormick & Co., Inc. 


rapidly become an important size on the grocer’s shelf and 
become popular as “the family size tea bag’ for those 
families which enjoy a good cup of tea. 

The convenience factor is of prime importance and 
should be well received by the consumer, in that only one 
bag is required for quantity making of iced tea or for a 
large teapot of hot tea. We believe this factor will encourage 
the consumer to make tea by the potful when tea is re- 
quired, rather than by the single cup. In this way, tea mak- 
ing will move closer to our ideas of best conditions. The 
flavor is certain to be improved since the larger the quantity 
made, the better the flavor received—a fact which holds 
true in the preparation of most beverages. Instructions for 
use of this new bag, if handled correctly, could well be our 
answer to that age-old problem of how to get a ‘good, 
full-bodied cup of tea” into the consumer's hands so they 
will definitely have the answer to what is meant by “Take 
Tea and See’. 

Undoubtedly, as with many new products, a rather slow 
interim period in movement will be experienced until the 
consumer can be educated to the use of this bag and fully 
understands its versatility. This educational job is, of course, 
a challenge for each individual tea packer to get behind 
this infant and to plan his most effective promotion. Cer- 
tainly, through the combined efforts of all packers interested 
in this item, it will not be too long a period before Mrs. 
Consumer is as familiar with this bag and its uses as she is 
with the individual size. 

We feel there is every possibility this size tea bag will 
eventually prove a highly popular item in certain of the 
heavy tea drinking countries throughout the world—a popu- 
larity not enjoyed by the individual bag in these countries 
to date. Inveterate tea drinkers, when tea is desired, think 
of having available not one, but at least two cups per person 
and, therefore, a potful is required. The one-quarter ounce 
bag fills this requirement admirably, giving the long-sought- 
after convenience in preparation, plus improvement to quali- 
ty. This could well be the impetus needed in these markets 
to prove the tea bag has really arrived and, after all, has 
certain virtues that have been overlooked to date. 

As tea men, we are interested in one objective—to have 
the consumer drink more tea. The best way to accomplish 
this is to “put a good cup of tea in his hands.”” This writer 
would, therefore, strongly urge that we work toward this 
common goal by placing into effect, without delay, the 
findings and sound recommendations of our own association 
with respect to the standardization of the new one-quarter 
ounce tea package for the ultimate enjoyment of the con- 
sumer. 
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is the tea bag 





At a gathering of tea men not too long ago, an executive 
for a leading packer commented, as though he were men- 
tioning something so obvious as to be taken for granted, 
that the tea bag was a nuisance. 

He meant, of course, the used tea bag—the bag after it 
has done its job and has been lifted from the cup. 

This executive seemed to feel that the used tea bag looms 
so large as a nuisance that it is an obstacle to real expansion 
of tea sales. 

But is it? 

Fifty years ago, and for several decades after, negative 
attitudes on the tea bag were widespread within the industry, 
and even understandable. 

Conservative tea men feared the tea bag would cut into 
consumption. The theory advanced then was that the con- 
sumer, by using tea bags, would obtain 200 cups of beverage 
from a pound of tea—against 100 to 125 cups from a pound 
of loose tea, allowing for waste, spillage and spoilage. 
This meant, the way they saw it, that total tea poundage 
would be reduced. 

They were, of course, gloriously wrong. 

As was pointed out in 1954, when our industry celebrated 
the golden anniversary of the tea bag, its development 
turned out to be the greatest boon to tea sales in this 
country since the historic per capita decline began after 
the Boston Tea Party. 

Only in these later years, when tea bags have grown to 
the point where they account for most of the volume, can 
we get the perspective to see more fully their decisive 
contribution to the industry. 

The tea bag was, in fact, one of the first of the great con- 
venience items in food: a pre-proportioned, highly simpli- 
fied way to make tea. 

It has always been my strong belief, even before 
I became engaged in trade tea bag packing, that it was 
the tea bag which gave our industry the stimulus to pro- 
gress at a time when it was slowly wasting away. As a 
mater of fact, I feel that it might never have become the 
industry it is today but for that fortunate accident of pack- 
aging. 

In every age there are some people who constantly resist 
changing times, new methods of production, different ways 
of merchandising. There might even be a few among us 
who would like to see tea sold across the counter as in the 
old days, shovelled out of tea chests or bins into paper bags. 
It makes you wonder if these regressives are still mentally 
living in the age of the wooden railroad car heated with pot- 
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By MAX MARGOLIES, President 
Tea Pack Co., Inc. 


bellied stoves, and the surrey with the fringe on top. Do 
they avoid the modern plane, the streamlined Pullman car, 
today’s automobile? These developments have helped con- 
siderably to make life more comfortable, convenient and 
pleasant—as has the tea bag. 

Is the tea bag outdated now? Should we continue re- 
search into other methods of tea preparation? Both of these 
questions are in the minds of some of the most prominent 
people in the trade. 

On the market now are several products, in powder or 
liquid form, which their manufacturers and distributors 
refer to as ‘tea’. That designation, in the opinion of many 
tea experts, is at present far-reaching. The products, they 
feel, yield beverages with only a vague resemblance to the 
refreshing, aromatic beverage which is a good cup of tea. 
Some trade people think that as they now stand, the pro- 
ducts will discourage the tea habit, rather than build it. 

Let me make one thing clear. I am confident that some 
day the research people will produce a powder or liquid 
tea with all the characteristics to make a good cup. I know 
when that happens the tea industry will welcome the de- 
velopment and merchandise it enthusiastically, for it will 
open great new selling potentials. 

It will be a new answer by tea to the introduction by 
other beverages of products with an increasingly high con- 
venience factor built in. 

But until that tea development takes place, the tea bag 
remains this industry's only downright easy, simple and uni- 
versal way for the consumer to brew a uniform cup of tea. 

I have sometimes wondered how far tea volume could 
go if the tea bag were merchandised as other convenience 
products are promoted. 

The tea bag grew almost in spite of the industry. The 
public wanted it, and the trade supplied it. But as far as 
I know, at no time did great promotion campaigns swamp 
the country, pushing the tea bag as such, as a convenience 
item. 

Probably the tea bag way is best. 
it just had to grow! 

Still I sometimes wonder, The time for introductions is 
happily long past for the tea bag. But what would happen, 
even now, if some of the bright brains available to tea 
companies were turned loose on the development of new 
ways to sell the convenience of the tea bag? Perhaps one 
of our biggest potentials has been so obvious we haven't 


It was so right, 


seen it. 
(Continued on page 68) 





ARABAN COFFEE COMPANY, INC. 
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Instant Coffee 
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G. A. BRAUNLING 
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108 Water St. New York 5. N. Y. 


JABEZ BURNS & SONS, INC. 
Tea & Coffee Machinery 


Lith Ave. at 43rd St. New York 36, N. Y. 


CHINA TEA COMPANY, LTD. 
Tea Producers 
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91 Wall St. New York 5, N. Y. 


SWEE-TOUCH-NEE TEA 
in tea balls and decorated tin cans 


Packed by 


CONSOLIDATED TEA COMPANY, INC. 


185 Division St. New York 2, N. Y. 
CONTINENTAL COFFEE CO. 
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Rochester, N. Y. Brooklyn 32, N. Y. 
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TEA — COFFEE — SPICES 


585 Gerard Ave. New York 51, 
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Best Wishes for a Grand Convention! 
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DAVID ROSSMAN, INC. 
Tea 


86 Beekman St. New York, N. Y. 


SALADA-SHIRRIFF-HORSEY INC. 
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SALADA TEA CO., INC. 
Tea Packers 


Stuart & Berkeley Sts. Boston 16, Mess. 


SEEMAN BROS., INC. 
Tea Packers 
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JOHN SEXTON & CO. 
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Sieling’s Ice Tea 
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SPICE ISLANDS COMPANY 
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WEST SIDE WAREHOUSES, INC. 


Modern Tea Storage — Clean Rooms 


416-424 Washington St. New York 13, N. Y. 
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By WILLIAM A. CONGALTON, Chairman 


What is the organization known as the Junior Board? 
Who comprises its membership? What is its purpose? 
What has it accomplished? What is its program? 

These are a few of the many questions that could be asked 
about the Junior oBard of Directors of the Tea Association 
of the U.S.A. Most people connected with the tea industry 
have heard of the organization and have a vague idea of its 
function. 

Any organization, however, must prove that the time and 
effort expended on it by its members is worthwhile, and 
therefore has a right for existing. 

The Junior Board was founded in 1948, and this year 
is completing its first decade. This anniversary is a notable 
one, and with the elapse of ten years the foundations of the 
board have become fully implanted and it is truly a part 
of the tea industry. 

The Junior Board of Directors is made up of men who 
are employed by trade members or associate members of the 
Tea Association of the U.S.A., or are members themselves 
of the association. They are not the youngest or newest 
members of the industry by any means. Many of the preseni 
directors have been associated with the tea industry for 26 
years or more. 

This current board is comprised of individuals representing 
seven packers, five importers and three from the allie 
trades. These three groups are maintained in approximately 
this balance from year to’ year. 

The purpose of the Junior Board is to provide an op- 
portunity for members to participate more actively in the 
work and performance of the Tea Association. Also, its 
purpose is to provide a clearing house for ideas and a 
forum for the expression of opinions on the work and per- 
formance of the Association, as well as to aid, initiate, de- 
velop and carry out projects supplementing the administra- 
tion of the Board of Directors of the Tea Association. 

During the past year, the Junior Board has met ten 
times, and only once did it have less than 13 of its 15 
members present. This fact alone attests to the sincerity 
and loyalty of the membership, and indicates the interest 
which is manifested by the men who belong to it. 

Naturally the success of the Junior Board and its ac- 
complishments are measured to a great extent by the number 
of ideas and projects which it undertakes. 

During the past year there has existed a closer relation- 
ship between the Junior and Senior Board of Directors than 


ever before. While in the past a representative of the 
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Junior Board was invited to attend the Senior Board meet- 
ings, a reciprocal plan was worked out in the 1956-57 sea- 
son, for a member of the Senior Board to attend each of 
the Junior Board meetings. In this manner mutual problems 
were discussed and considerable time was saved in resolving 
or handling projects under consideration. 


In order to augment the number of ideas and suggestions 
for the Junior Board to work on this past year a Projects 
Committee was made one of the standing committees of the 
Board. This committee consisted of five members who set 
up “brainstorming sessions’ which were tape recorded. 
Out of these sessions several worthwhile ideas were selected, 
and at the present time special committees of the Tea As- 
sociation are studying various aspects and approaches to them. 

The tea industry is looking for ways to sell more tea. All 
of us are working toward that end. The Junior Board of 
Directors of the Tea Association can play an important part 
in this program. It has been particularly interested in the 
past in the educational factor, and during the past year this 
has been expanded into consideration of the youth market. 
No doubt, during the coming season, further study will be 
made of this point. 

Time will be spent on other of the projects which eman- 
ated from the “brainstorming sessions’, but by no means 
will consideration be limited to these. The approach for 
obtaining ideas has been broadened. The file of projects 
under consideration will be bulkier. The Junior Board 
will embark on its second ten years the richer for its past 
experience, the possessor of the valued encouragement and 
cooperation of the members of the Senior Board of Di- 
rectors, and with the firm and determined purpose of doing 
all it can for the tea industry as a whole. 


Japan's tea industry 
sets 1957 objectives 


Though foreign markets are not favorable for japan > 
tea exports, producers will endeavor to improve the 
quality of the tea and to lower the cost, so that they 
wil be able to increase their exports in 1957 over 1956. 

As far as black tea is concerned, the Japanese have 
consumed mainly imported black tea of quality superior 
to their own production. Most of the black tea pro- 
duced in Japan was exported to countries wanting cheap 
tea for blending. 
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By EUGENE LYNCH, President 


Western States Tea Association 


The members of the Western States Tea Association 
send greetings to all attending the convention of the 
Tea Association of the U.S.A. and hope that it will be 
one of its most successful. 

The Western States Tea Association, 
of packers, brokers, importers and members of allied 
trades, was organized to try to improve relations within 
the trade in the 11 states. We feel that pro- 
gress has been made, and that people in our territory are 


an organization 


western 


more tea conscious than ever before. 

The import figures for 1956 showed a total of 10,815,- 

102 lbs. cleared through San Francisco, while in 1955 
there was a total of 9,375,808 lbs. cleared, which shows 
gain of about a 1,500,000 Ibs. 
Figures for the first six months of 1957 show an in- 
crease of nearly 500,000 Ibs. over the like period in 
1956. This shows there is a definite trend for the better. 

There is a tremendous potential for tea in the western 


a 


states because of the booming population increase, but 
imports of tea have not kept pace with the rise in popula- 
tion. 

More aggressive promotion, in advertising and sales, 
is necessary to increase sales. This promotion should 
cover iced and hot tea. The promotion of both is vital, 
as there is a peculiar climatic problem here. While a 
large area of the western states is subject to very hot 
weather and large quantities of iced tea are consumed, we 
have many areas, particularly the San Francisco Bay region 
(air conditioned by nature) where hot tea could be 
pushed even in the summer. 

With the large shift of the country’s population to 
the western states the region has become a fertile field 
for concentrated promotion. The results could be fan- 
tastic. 

We also believe that more attention could be paid to 
the future hope of the tea industry, namely, the teen- 
agers. Statistics show that the 15 to 19 year old group 
represents around 12,000,000 people, and in the next ten 
years this market will increase about 45%. These figures 
represent the whole of the United States, but we believe 
a greater percentage of teenagers reside in the western 
states area. This potential source of new business has 
been given no thought whatsoever in any promotional 
work. 

The Western States Tea Association, while mainly 
interested in trying to improve the tea situation, has its 
lighter side. 

We have two gala occasions each year. The first ts 
our annual picnic, held in September, where all the 
members and their families gather in the great outdoors 
under the redwoods to enjoy beautiful California sun- 
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shine and surroundings. The second gala occasion is 
our annual Christmas party, a stag event, always high- 
lighted by a woman accordianist, who accompanies the 
members in their singing—their delicate throats having 
been brought to the proper pitch by heavy consumption 
of properly brewed tea. 

During the year the Western States Tea Association 
meets every third Thursday of the month. Members of 
the tea trade from other sections of the country and the 
world are invited to have lunch with us when in town. 
Often visitors from the producing countries have spoken 
at the meetings. 


developments in automatic teamakers 
(Continued from page 38) 





desired, and is recommended for iced tea service. 

This machine has been approved by the Tea Council of 
Canada, and a unit is now being tested by B. O. A. C. for 
tea service on their planes. 

Our own tests were conducted with loose tea, but the 
design lends itself to the use of tea bags, and no doubt 
a suitable bag will be developed if the demand for it 
arises. We used 400 grains of tea per decanter, which is 
approximately equal to 200 cups to the pound, and the 
quality of the tea produced was fully equal, if not a little 
preferable, to a standard beverage brewed for five minutes 
in a teapot. 

The Vaculator Brewmatic VAC 50 operates along 
similar lines to the Cory, but the cartridge is of different 
size and construction, and the temperature of the water 
and the infusion time are not quite the same. 

The water is sprayed onto the tea leaves. 
cycle is completed in about three minutes. 
of well brewed tea is produced at one time. 
the temperature in the tank is indicated by a small red 
light. The flow of water from the tank is stopped auto- 
matically when the decanter is filled by the weight of the 
made tea and of the glass decanter itself. When the 
brewing is completed, the cartridge is empty of all water 
except that absorbed by the leaf, simplifying the problem 
of leaf disposal. 


The brewing 
Two quarts 
Recovery of 


The cartridge in its present form does not lend itself 
to the use of tea bags, and our experiments were con- 
ducted with loose tea of the leaf size of the average 
package tea, using 400 grains of tea for hot tea and 437 
grains for iced tea. 

If the concentrate method is used, two ounces produces 

(Continued on page 67) 
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Sunkist started advertising lemon with tea 40 
years ago and has kept it up ever since. 

As a result of this steady campaign, plus the 
fine work of the Tea Council, 57.5% of the iced 
tea and 27.7% of the hot tea consumed in this 
country is taken with lemon. 

Sunkist advertising sells tea. Tea Council 


advertising sells lemons. And the grocer makes 
more profit when he sells the combination than 
he makes on either item alone. 

That gives you a great natural tie-up to use in 
your own promotion. Be sure you sell the com- 
bination— lemons and tea. Let lemons help you 
sell more tea! 


Sunkist Fresh Lemons 


1957 
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Local clubs supplement national association, meet regional 
needs. Here’s how to set one up in your area. 


* By J. W. COLPITTS, Chairman 
Tea Trade Club of New England 


We are fortunate, indeed, to be members of an industry 
which is so well organized. In numbers there is strength— 
especially if there is good organization behind the num- 
bers. 

We have the Tea Association and the Tea Council, each 
of which is well equipped to 
handle industrywide problems 
of national significance. To 
fully realize the importance 
of this we need merely to be 
reminded of the war years 
and all the governmental re- 
strictions imposed at that 
time. 

Even more important than 
being organized for the pur- 
pose of providing a united 
front in the case of outside 
interference is the matter of 
studying problems within the tea industry itself, and taking 
action to solve them. Our industry is plagued with many 
problems and it takes good organization and consistent effort 
by qualified individuals to achieve successful results. In 
spite of all the problems, who can deny the tremendous 
potential for tea in this country if it is properly promoted? 

To come to the real point of this article, it is just as im- 
portant that the tea industry be organized on a local basis, 
but for different reasons, and in this respect tea trade clubs 
fulfill a real need and serve a useful purpose. All sections 
have their own problems and peculiarities, and local clubs 
attuned to their own areas can insure proper representation 
and consideration by the national organization when and 
if the need arises. 

Perhaps the greatest purpose of all which is served by 
tea trade clubs is to provide an organization where mem- 
bers of the tea trade and associated industries can meet and 
become acquainted in social surroundings with others who 
derive their livelihood from tea. The opportunity to enjoy 
the friendly fellowship of people whose common interest is 
tea, and who might never have the opportunity to meet 
otherwise is undoubtedly the greatest benefit to be derived 
from tea trade club membership. 

Wherever there is any appreciable amount of tea activity, 
a tea trade club is a distinct possibility. It is a simple matter 


to organize such a group. The Tea Trade Club of New 
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England, the first such club to be organized, followed the 
simple plan outlined below. 

A few interested individuals in Boston comprised an 
organizational committee, met a few times to formulate 
plans, and then put these plans into action. A letter was 
prepared outlining the purposes of the club, announcing the 
organizational meeting date, and inviting all persons in- 
terested to attend the meeting. This letter was sent out to a 
mailing list compiled by the committee, and included repre- 
sentatives of all tea packers, tea brokers, tea buyers of chains 
and other tea people in the area. After the letter was mailed 
personal telephone calls were made to insure a good at- 
tendance at the first meeting, the program for which was 
well planned in advance. A good turnout resulted and the 
meeting was not only successful from an organizational 
standpoint, but was interesting and informative. Among 
the events of the evening was the election of officers for 
the ensuing year, and the club was off to a fine start. 

Our club counts among its members not only those whose 
chief interest is tea, but also people from a good cross 
section of suppliers of goods and services for the tea indus- 
try, including box makers, tea bag paper manufacturers, 
advertising agencies, steamship lines, truckers and others. 

It is a well-established policy of the club to hold meetings 
only when a worthwhile program can be presented and never 
just for the sake of having a meeting. All of our regular 
meetings are dinner meetings and start with a cocktail hour. 
which provides time for getting better acquainted. Largely 
social in nature, our meetings are always informal and the 
feature of the evening is usually a guest speaker. Some 
times the subject is devoted to tea, while at other times it 
has no connection with our industry whatsoever. 

Perhaps our biggest and best meeting was one at which 
Admiral Donald B. MacMillan, the famous arctic explorer, 
author and lecturer, delivered an illustrated talk about his 
adventures and experiences to the north of us. To this 
meeting the womenfolk were invited, as they have been to 
other meetings when the subject matter would be just as 
interesting to them as to our regular membership. 

If the Tea Trade Club of New England can help any 
other prospective group through the organizational phase we 
would be glad to do so in any way we can. 

We extend our very best wishes for a most successful 
Tea Association in 1957. 
INDUSTRIES Field 
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Tea and Coffee Importers 


Planters’ and Shippers’ agents 














Are you interested... 


in shipping your teas, coffee and spices in vessels manned by 

% officers and crews specially trained to deal with the problems of 
the trade in which they are engaged and who take special pride 
in stowing, ventilating and caring for these commodities in a 
manner which gives best assurance of sound delivery 


in having your cargoes carried from ports of shipment to destina- 
tion with the least delay 


» in having your consignments given proper sorting on discharge 
as well as proper protection while awaiting delivery 


> in obtaining very prompt settlement of meritorious claims 


3f SO we offer for your consideration the fast modern motor vessels 
comprising the fleets of — 


BARBER-WILHELMSEN LINE BARBER-FERN-VILLE LINES BARBER-WEST AFRICAN LINE 
(Philippines, Hongkong Philippines—Malaya— (All principal ports on 
and Japan) Indonesia and Ceylon/U.S.A. the West Coast of Africa) 


For further particulars, schedules, etc. apply to 


Garber Steamship~a Lines, Tne. 
17 Battery Place, New York 4, N. Y. Tel. WH 4-1300 


SEPTEMBER, ¢957 
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India: backs epic U. S. tea battle 








By M. GOPALA MENON, Director, Tea Council of the U.S.A., Inc. 
Consul General of India, New York City 


The romance of the strange, small, black, rolled-up dried 
leaves called tea goes back to the beginning of history. 
Legend, adventure, drama, poetry and politics are woven 
round this magic brew. Tea has been the inspiration for 
song and story, the source of wealth for empires, organiza- 
tions and individuals, susten- 
ance for millions and, as in 
the Boston tea party, a symbol 
of freedom. 

India is the largest pro- 
ducer of tea and the largest 
exporter as well. From the 
prewar average of about 389,- 

000,000 Ibs. to about 663,- 

000,000 in 1956 is a big 

jump. We account for more 

than 50% of the world crop. 

Less than a third is consumed 

in India. Only the fringe of 

the internal market has been touched. A consumption of 
200,000,000 Ibs. by a population of 380,000,000 is little 
over half a pound per head, per year. But the consumption 
is increasing and is bound to move up with the rising stan- 
It has doubled during the last ten years. 

In total quantity and value, exports of tea from India 
reached an all-time high in 1956. We exported about 516,- 
000,000 Ibs., an increase of 153,000,000 Ibs. over 1955. 
Tea and jute compete for the first place in the foreign ex- 
change earnings. 

The tea industry in India employs the largest labor force 
Over 1,000,000 workers are spread out in 
the tea gardens of India. The wages earned by them will 
support another 4,000,000 to 5,000,000. The fortunes of 
about 6,000,000 people are therefore tied up with the great 
The wages earned by the workers have gone up 
As prices also have 


dard of living. 


in the country. 


industry, 
by over 300% from the prewar days. 
risen during this period, their prosperity and standard of 
living, though better, is still far behind that of workers in 
the Western countries. The great human drama involving 
over 6,000,000 people which lies behind the fragrant and 
scintillating beverage is a factor that should be remembered 
in the luxurious setting in which tea is drunk today in the 
United States and in other parts of the world. 


Tea first came to the United States with the Pilgrim 
Fathers, and the great pioneers made use of the strange 
Some made a brew and 


leaves in many ingenious ways. 
them with 


drank it then salted the and ate 


and leaves 
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butter or vegeables; others threw away the brew and ate 
the leaves; still others made them into a bitter concoction 
and drank it without milk or sugar. By the time of the 
Boston Tea Party, it was almost as popular as in England. 

Tea has become an all-weather habit in the United States. 
It is drunk more in some places than in others, but every- 
where and on everyone the spell of the golden cup is 
growing. 

The new world must give a new touch to everything. 
Old wine in new bottles can only enhance its charm and 
value. Tea got a new look in this great new country. 
The creative genius of America has given the tea world the 
tea bag and the refreshing glass of iced tea—two outstand- 
ing contributions to the story of tea. 

More than ever before, larger exports of tea to the 
United States has become vital to the economy of India. 
India has to buy more and still more capital goods for 
successfully completing our second five year plan. The 
more Indian tea the U. S. takes, the more goods India can 
buy from this country. Greater tea consumption would 
therefore help the economy of the United States, as well as 
of India, The two way traffic must be stimulated and in- 
creased both in national and international interests. 

A hundred million pounds for 178,000,000 people is a 
little over half a pound per head. This is small by any 
standards. Far from being a source of pessimism or dis- 
couragement, it shows up the vast potentialities. 

As the story of tea unfolds itself in this great land, the 
eyes and ears of the millions will slowly turn to its charm. 
The future of tea in the United States is as golden as the 
beverage itself, and the great democratic drink will, and 
must, take its place in one of the greatest democracies of 
the world. 

Every section of the tea industry has joined hands in this 
epic battle. In the Tea Council of the U. S., the tea pro- 
ducers of India, Ceylon and Indonesia and the American 
tea industry work together. It is a great international co- 
operative endeavor embracing the East and the West, the 
Old and the New, the undeveloped and the developed coun- 
tries. The fortunes of thousands of growers, millions of 
workers, many shippers, importers, packers and distributors 
are all inextricably tied together. No one element can 
stand alone and win the battle. Success for one is success 
for all. 

As the biggest producer and the largest exporter of tea 
in the world, India stretches its hand across the seas to the 
people of the United States in this great adventure. 
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By ANNESLEY DE SILVA, Director, Tea Council of the U.S.A. 


A good demand for Ceylon tea in the markets of the 
world does not just mean that Ceylon tea companies can 
give a reasonable return to their shareholders on the 
monies that private enterprise has invested in tea produc- 
tion on the island and on the profits that have been 
ploughed back over many years to help build up the 
estates without making calls on fresh capital investment. 
Nor does it mean only that Ceylon tea companies can 
continue to be able, from profits, to undertake the never- 
ending, long-term programs of maintenance and improve- 
ment in field and factory that, planned on scientific lines, 
are necessary to ensure that Ceylon’s customers continue 
to receive the best possible product. 

A prosperous Ceylon tea industry is also vital to the 
well-being of the 600,000 workers who are employed in 
the various aspects of Ceylon’s tea industry. It is equally 
vital to the whole economy of Ceylon, which so largely 
depends on tea. And a healthy economy in the key 
nation of Ceylon is of the utmost importance to the 
whole of South East Asia. 

If Ceylon tea estates were merely producing a compara- 
tively small quantity of specialty tea, or were Ceylon able 
to consume internally the bulk of her production, her 
problems would be largely her own. But Ceylon’s pro- 
duction now averages some 360,000,000 Ibs. a year—an 
increase of nearly 60% as compared to the immediate 
prewar years. Moreover, 95% of the tea that Ceylon 
produces is exported and finds its way irto the teapots 
of the world, mostly through the two auction centers of 
Colombo and London. Ceylon’s exports now, in fact, 
represent some 30% of total world exports of black tea. 

Ceylon’s teas have, therefore, to compete with the other 
750,000,000 Ibs. of black tea that make up the world’s 
supply. Since, too, so much of Ceylon’s tea is blended 
with the tea of other countries for sale to the public, the 
prices paid for Ceylon teas are inevitably tied up with 
the prices paid for teas of other countries and must 
ultimately be based upon the relation of the world’s sup- 
ply of tea to the world demand. 
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Counsellor, Embassy of Ceylon, Washington, D.C. 


It is for this reason that Ceylon is devoting over 60% 
of her tea promotion resources to joint work with India 
and other producing countries, and with local tea trades, 
to promote tea as such through Tea Councils. Of these 
joint campaigns, the most important is, of course, the one 
in the U.S.A., followed by the campaign in Canada. Ceylon 
also contributes her share to Tea Council work in Western 
Germany and in the Netherlands. The funds that Ceylon 
thus contributes to joint tea promotion work are pro- 
vided by government statute for disposal by the Ceylon 
Tea Propaganda Board in Colombo, a statutory body, 
on which the Ceylon government is fully represented. 

While there does not appear, at the moment, to be any 
very serious unbalance between world production and world 
absorption of tea, it must be to the maintenance and con- 
tinued expansion of world demand that Ceylon’s tea in- 
dustry, in common with that of all other countries, must 
primarily look for a progressive and healthy future. In Cey- 
lon’s eyes, therefore, the U.S.A. market, which offers by 
far the biggest potential for expansion of tea consumption 
and to which Ceylon contributes the largest item in her pro- 
motion budget, is of paramount importance. 

But Ceylon enjoys an advantage over the teas of any other 
country in that such a big proportion of the tea she pro- 
duces is of high quality. It is clear that in many countries 
of the world, including the U.S.A., there is a growing public 
prepared to pay for the best blends and not content with 
the poorer types. High quality teas are generally, therefore, 
in short supply, and when there is an excess of supply over 
demand, the excess is in common teas. Indeed, it may 
happen that an excess supply and low prices for common 
teas, as “‘fillers’”’ for the blends, may result in a particularly 
strong demand for the quality teas which give the blend its 
character. 

In addition, therefore, to Ceylon’s partnership in the Tea 
Councils’ basic promotion work of increasing world demand 
for tea as such, the Ceylon Tea Propaganda Board, through 
its oversea Bureaus in the United Kingdom, Australia, South 
Africa, Denmark, Italy and the Middle East, also carries 
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out special activities which, though calculated to increase 
tea consumption as such, have also the special object of in- 
creasing the demand for Ceylon and high quality blends. 

Ceylon’s biggest market continues to be the United King- 
dom, which last year increased her purchases of Ceylon tea 
to nearly 136,000,000 Ibs. 

The second largest importer of Ceylon tea in 1956 was 
the U.S.A., where imports from Ceylon were fully maintain- 
ed at just over 35,000,000 Ibs. 

Australia, normally Ceylon’s second largest market, fell 
to third in 1956, with imports of 33,000,000 Ibs. This re- 
duction was caused by increased Australian imports of cheap- 
er teas from Indonesia and India. 

Next in order of Ceylon’s markets is South Africa, which 
last year imported nearly 25,000,000 Ibs. of Ceylon tea. 
This South African market is of special importance in that 
the great bulk of the Ceylon tea imported is of the highest 
quality. In fact, no other country imports on an average 
such a high quality of tea as does South Africa. 

The market in Iraq is also a most important one for Cey- 
lon, and last year imported nearly 24,000,000 Ibs. of Ceylon 
tea. 

After Iraq, in volume of Ceylon imports, comes Canada, 
whose imports last year of nearly 20,000,000 Ibs. showed 
a gratifying increase of 2,000,000 Ibs. 

The most unfortunate blow to Ceylon’s exports has taken 
place in Egypt, where, owing to currency difficulties, im- 
porters were able last year only to take a third of their 
previous purchases from Ceylon. 

At the moment, therefore, Ceylon’s main difficulties are 
arising from exchange problems in Egypt; import and price 
controls in Australia which force the trade to buy cheap tea; 
and, of course, the very heavy import duties levied in so 
many Continental markets which, again, militate particularly 
strongly on quality tea, 

Reduction in production costs would also, of course, assist 
Ceylon’s prospects. But here it must be remembered that 
salaries and wages account for as much as 60% of total pro- 
duction costs, and here a reduction is neither possible nor 
desirable. Nor, in a time when other production costs of 
all kinds are rising rapidly everywhere in the world, does 
there seem to be hope of Ceylon cutting other costs of pro- 
duction. The only way, in fact, in which Ceylon can re- 
duce her costs is by increasing her yield of tea per acre. 

Ceylon yields have, in fact, been very greatly increased 
since the war through the adoption of improved methods of 
cultivation, heavy manuring and careful husbandry. Even 
so, Ceylon yields are still low in comparison with those in 
some countries. The cost of large-scale replanting or open- 
ing up new areas with high yielding, vegetatively-propagated 
bushes is, unfortunately, so high as to be almost prohibitive. 
But it is understood that the Ceylon government is consider- 
ing the possibility of granting a subsidy to help replanting 
programs. 

To sum up, therefore, the prospects for Ceylon tea depend 
on the maintenance and improvement of that quality for 
which Ceylon tea is famous, coupled with a healthy and 
progressive world demand for tea keeping pace with an 
expanding world production. 

The Ceylon tea industry is fully alive to the need for it 
to use every aid that science and skill can afford to keep up 
the quality of its teas. It looks forward confidently, as well 
to the steady expansion of world demand for tea through the 
joint promotion efforts of producers and tea trades, in which 
the Tea Council of the U.S.A. holds such an important place. 
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HE COMPLETE TEA BAG PACKING SERVICE" 


Ca Pb Company» Inc. 


GREENWICH ST., NEW YORK 13, N. Y., Digby 9-0748 
WE PACK YOUR TEA UNDER YOUR BRAND 


Member: Tea Association of the U.S.A. 











Test tube tea tasting, 
continuous processing plants 
predicted by tea leader 


Test tube yardsticks for tea tasters and continuous 
tea processing plants were predicted at the recent Assam 
Dinner in London, according tothe Tea and Rubber Mail. 

E. J. Nicholls, chairman, said the tea factory of the 
future “is now within sight’. He described it as an Irish 
barn, with “green leaf entering at one hole and made 
tea automatically coming out at the other.” 

During the season, experiments would be conducted on 
a commercial scale with a continuous withering machine 
and a new type of continuous roller, he indicated. 

He reported that important advances had been made 
in research on the chemistry of made tea. 

“The tea taster’s palate in Mincing Lane deservedly 
has a very high reputation in assessing the merits and the 
value of tea,’ he declared. “It has, however, some in- 
herent weaknesses, and there may be 
palates may be better, shall we say at noon, than they 


occasions when 
were in the early morning. 

“Be that as it may, our scientific research workers have 
realized the frailty of human nature and have gone a 
long way to overcome this drawback. They hope soon 
to finalize a scheme whereby test tube infusions, when 
read off against a scale, will provide a reliable indication 
of the quality and value of any tea. 

“It is felt that while this will never take the place of 
the tasters’ palate, it will, when completed, provide a 
method of confirmation which the taster my be very glad 


to have. 


of the World’s — 
Finest Teas for 
Over 100 Years 


See more tea area for Japan, 
without increase in total output 


Although the area planted to tea in Japan is expected 
to increase in 1957, total production is not expected to 
go up substantially, according to a U. S. Foreign Agri- 
cultural Service report by W. D. Termohlen, Agricul- 
tural Attache. 

The unfavorable foreign market for Japanese tea and 
the picking of younger leaves as recommended to farmers 
would be the main factors in retarding production. 

The planted area in 1956 was estimated at 104,540 
acres, a 9% 1955. 

However, production of tea in 1956 declined by 3% 
to 156,000,000 Ibs. decreased in all types 
except the ordinary green tea consumed domestically. 
Young buds were damaged by unseasonable frosts from 
late March through April. Because of decreased demand 
from abroad, farmers altered their picking 
divert production to green tea for domestic consumption 
rather than tea for This change to picking 
younger leaves resulted in a smaller quantity but a better 


increase over 


Production 


practic es to 
export. 


quality. 

Imports of tea into Japan in 1956 amounted to 1,519,- 
000 Ibs.. which was a decrease of 12% from 1955. Black 
tea was the main type imported in 1956, of which Ceylon 
was the biggest supplier 

Exports of all tea in 1956 decreased to 22,578,000 lbs., 
or 29% below 1955. 
by 16% from 1955, while exports of black tea decreased 
to less than half the 1955 level. Exports of green tea 
were depressed by competition from Communist China. 


Exports of green tea decreased 


TETLEY TEA es, Inc., New York 


MEMBER OF THE TEA ASSOCIATION OF THE UNITED STATES OF AMERICA 


JOSEPH TETLEY & CO., 


COFFEE &@ TEA 


Ltd. London 
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Indonesia: toward prewar levels 





By ABDUL MOEIS, Acting Consul General of Indonesia 
New York City 


Although Indonesia, at present, is the third most im- 
portant tea exporting area in the world, production on a 
large scale did not begin until 1878, when seeds and culti- 
vation processes were introduced into Java from India. Tea 
production on the neighboring island of Sumatra was of 
little significance until 1909. However, by 1939, Java 
had 429,000 acres and Sumatra 82,200 acres under cultiva- 
tion, 

In the 1935-39 period, the islands supplied about 18% 
of the total world requirements, exporting 150,000,000 Ibs. 
annually. 

The tea industry in Indonesia was seriously disrupted by 
the war. In Java and Sumatra many plantations and factories 
were destroyed by the Japanese, while some plantations 
However, postwar rehabili- 
tation plans proceeded steadily despite such obstacles as lack 


were permitted to grow wild. 


of proper management and machinery and a shortage of 
skilled labor. 

Now, in 1957, the area of West Java, the country’s 
most important tea producing region, has 146 tea estates 
in running condition, this being 67% of the number of 
estates in prewar years. 

In 1955 tea production in Indonesia was 7% below the 
preceding year. This was due entirely to lower output in 
Java; the other producing regions achieved an 
Production by small holders was also reduced by 3,000 
compared with 1954. 


increase. 


tons, or 35%, 


In 1954 Indonesia produced 100,000,000 Ibs. of tea 
against only 81,000,000 Ibs. in 1953. But production 1S 
still below the prewar figure. During the period 1934 to 
1938, Indonesian annual production of tea was about 165, 
000,000 Ibs. 


Production 


Big tea estates produce between 1,500 and 2,000 lbs. of 
tea per hectare annually against 500 to 600 Ibs. per hectare 
per annum on_ smallholders’ These big estates 
cover 59,500 hectares, compared to 40,000 hectares for the 
smallholders. 

Production of both big and smallholders estates totalled 
16-722 tons in 1954, against 43,545 tons in 1955. 

Production on the state-owned tea plantations in East Java 
in 1956 was recorded at 2,020 Ibs. of dry tea per hectare, 
The 1956 total output of these plantations 
The prewar standard pro- 


estates. 


on the average. 
was 360 tons per 357 hectares. 
duction was 1,220 lbs. per hectare. 

In 1954 Java succeeded in putting out about 28,000 tons 
of tea, i.e., about 41% of its prewar production, while 
Sumatra was able to reach only 24% of its prewar pro- 
duction. 

Indonesian production in October, 1956, was 9,300,000 
lbs., compared with 9,300,000 Ibs. in the same month of 
1955. Production from January to October was 76,800,000 





Kenya tea: a summary 


This summary of tea in Kenya was prepared for 
COFFEE & TEA INDusTRIES by A. D. McWilliam, secre- 
tary of the Kenya Tea Growers Assoctation, Kericho: 


Tea area 
Acreage planted with tea as of December 315t, 1956: 

27,030 acres. This represents an increase during 1956 of 
1,957 acres. 
Acreage licensed to plant with tea as of December 315t, 
1956: 67,674 acres, representing an increase of 6,184 
acres during the year. 

Production 


production of crop and growth of young plants through- 
out the year. Increased production from the new areas 
and favorable weather conditions resulted in the previous 
year's record crop being exceeded. Production should con- 
tinue to increase each year as the new areas reach maturity. 
The 1956 production: 21,269,290 lbs. 





During 1956, climatic conditions were favorable for 


Exports 

The quantity of tea set aside for export from the 
1956 crop amounted to 14,969,021 Ilbs., approximately 
70% of the 1956 production, 

The licensed exports during 1956 amounted to 15,- 
044,013Y%, lbs. This includes the carry-forward of tea 
from 1955. The estimated value of these exports was 
£2,734,250. 

External Markets 

The destinations for Kenya's tea exports in 1956 were: 
Great Britain, 10,005,194 lbs.; Canada, 1,166,676; 
U. S. A., 1,870,203; South Africa, 812,217; Somalia, 
181, 292; Sudan, 464,240; other African countries, 
473,621, ; other Foreign countries, 70,570. 


Internal markets 
The quantity of tea delivered to the East African Mar- 
ket for local consumption amounted to 6,310,272Ibs., ap- 
proximately 309% of the 1956 production. 
The estimated value of tea sold on the Kenya Market 
m 1956 was £931,781. 
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lbs., compared with 80,400,000 in the same period of 1955. 

According to preliminary data issued by the International 
Tea Committee, estate production from April, 1955, to 
March, 1956, was 91,834,000 lIbs., and from April, 1956, 
to March, 1957, 96,174,000 Ibs. Tea exports from Indonesia 
in these same periods were 64,509,000 Ibs. and 82,663,000 
lbs. 


Consumption 


Following a decision of the International Tea Committee, 
a restriction has been imposed on the export of tea by produc- 
ing countries throughout the world. Indonesia has a basic 
export quota of 157,484,000 Ibs. yearly. Whereas British 
Commonwealth countries find a ready market for their tea 
in London, Indonesia's tea has a favorable market in 
Amsterdam 

In February, 1955, Indonesian tea was quoted in Ceylon’s 
world tea market at between Rp 8.50 and Rp. 9 per pound. 

Compared with the January-September period of 1955, the 
total value of tea exports during January-September, 1956, 
decreased by 5%. 

Tea exports declined during 1055 by 28%, 
with 1954; while export proceeds amounted to Rp. 356.4 
million, or 21% less than in 1954. 

The Netherlands remained the principal buyer of In- 
donesian tea, with purchases of 15,625 gross tons in 1954 
and 12,862 gross tons in 1955. In the years 1953, 1954, 
and 1955, respectively, 44%, 35%, and 39% of total tea 
exports were shipped to the Netherlands. On the other 
hand, tea exports to Singapore and Hong Kong declined, 
a result, no doubt, of the more rigid control by the govern- 
ment to prevent loss of foreign exchange. 


as compared 


It is common knowledge that large quantities of tea, ship- 
ped first to Singapore and Hong Kong, were eventually 
re-exported to the United Kingdom. Exports to these two 
areas in 1954 amounted to 2,633,000 Ibs., while in 1955 
and 1956, respectively, they amounted to only 139,000 
and 44,000 Ibs. 

In comparing tea prices with calculated production costs, 
it becomes obvious that, under present circumstances, tea 
estates are unable to show a profit. Tea prices have fallen 
since the “good year’, 1954, while production costs have 
risen appreciably, attributable mainly to wage increases and 
higher costs for production materials. 

At the London tea auctions during the week of June 
24th, this year, Indonesian tea was in fifth position as re- 
gards price. With prices quoted in shillings and pence per 
pound, Ceylon led with 4 0.9, followed by Northern India 
at 3 9.5, Southern Indian at 3 5.1, and Pakistan at 3 2.8, 
Indonesian tea sold at 3 1.0 per pound, This was a de- 
cline from the 3 6.8 in 1956, when Indonesian tea held 
fourth place in the price structure. 

The International Tea Committee’s statistics for United 
States imports, which include tea subsequently re-exported 
from the United States, show Ceylon as the major source 
during the first four months of 1957. With 14,498,000 
Ibs., Ceylon leads, followed by India with 11,337,000 Ibs., 
and Indonesia with 5,361,000 Ibs. 

Indonesian teas are generally known as Javas and Sumatras, 
and in the trade are known by their garden marks. Black 
The dry leaf is black and has 


teas mainly are exported. 
blender and of 


an attractive appearance. It is a useful 


(Continued on page 92) 
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Tea’s 1957 Convention — The Producers 


Pakistan: 


new dimensions for tea exports 





By NAJMUL SAQIB KHAN, Vice Consul of Pakistan 


Tea, the perpetual favorite of old and young, pvor and 
rich, plebian and king, was first discovered by the Chinese 
over 3,000 years ago. It is known and revered in practically 
all parts of the world as an inexpensive but delectable 
beverage. 

Early accounts of the in- 

troduction of tea into Europe 
in the early 17th Century 
have produced some novel 
anecdotes. One 
English cook reportedly boiled 
the tea like cabbage, drained 
the water off, and then served 
a_ vegetable. 
Many decades passed before 
people learned how tea should 
be prepared to extract the 
finest flavour from the leaf. 

The popular black tea was 
introduced into Pakistan as a beverage in the early 19th 
Century, and in 1854, with the establishment of the first 
estate near Sylhet, the growing and manufacturing of tea 
blossomed into an industry. 

At the time of the establishment of Pakistan in 1947, 
the total area under production was 75,061 acres, with a 
total yield of 43,792,000 Ibs. of tea, or 543.5 Ibs per acre. 
Since that time, the total yield and yield-per-acre have ex- 
panded impressively, although the acreage under producticr 
varied only slightly. In 1956, the production of tea totallea 
54,614,593 Ibs. on 75,052 acres, a total of 727.6 Ibs. per 
acre. The Pakistan Tea Board estimates that the production 
totals in 1957 will easily attain 57,000,000 Ibs. 

There are presently 133 tea plantations in Pakistan, of 
which 124 are located in East Pakistan. These estates are 
in the possession of both national and foreign concerns, 
each one (except two) equipped with its own processing 
facilities. The gardens collectively produce all commercial 
varieties of black tea, such as Pekoe, Orange Pekoe, Broken 
Orange Pekoe, Broken Pekoe, Broken Pekoe Soushong, 
Orange Fannings, Pekoe Fannings and Clean Common Dust, 
and small quantities of green tea, Pakistan teas, while lack- 
ing the flavor and fragrancy of high grown teas of Ceylon 
and other areas, possess strength, good appearance, good 
liquoring characteristics and pungency. As these teas are 
ideally suited for blending purposes, they are eagerly sought 
by blenders to be mingled with weaker high grown teas in 
an effort to please western consumers, who insist on strength 
and pungency. 

Despite the rapid growth of the tea industry in Pakistan, 
the present production level is barely adequate to meet the 


aggrevated 


the leaves as 
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demand which exists both in Pakistan and abroad. World 
consumption of tea, which is steadily outstripping world 
production, has created new dimensions for the export of 
this commodity. 

Planned and energetic efforts are being made to increase 
the yield per acre and to fulfill the acreage and export 
quotas allocated to Pakistan under the International Tea 
Agreement of 1950. Pakistan, according to this agreement, 
is annually entitled to a tea area of 79,768 acres, plus a 5% 
extension, or a total of 83,576 acres. 

The Pakistan Tea Board, in this connection, has ap- 
pointed a subcommittee to study development schemes and 
to report as to how production can be increased to 80,000,- 
000 Ibs. within the next ten years. The committee has con- 
ceded that the future rate of extension of area under culti- 
vation will depend decisively on finances and the availa- 
bility of machinery, building materials and tea seed. 

The tea estates which became part of Pakistan are situ- 
ated in the lowlands of the district of Sylhet and in Tippera 
and Chittagong. Since the strongly flavored, highly fra- 
granced teas which are found exclusively in high regions 
are highly prized, tea culture is being introduced in the high 
regions of West Pakistan, Azad Kashmir and the Chittagong 
Hill Tracts, under the auspices of the Pakistan Research 
Station at Sreemangal. These gardens, which are still in 
the experimental stage, give hope for a more selective tea 
production in future years. 

The Pakistan Tea Board is actively engaged in the imple- 
mentation of schemes of ‘ntensification of tea culture along 
scientific lines. Under its auspices, a Pakistan Tea Re- 
search Station was recently established at Sreemangal in 
the district of Sylhet, with a permanent, resident chief scien- 
tific officer. The station will be composed of three sectional 
laboratories—agrobotanical, physiochemical and entomy- 
cological—for which the technical staff and equipment is 
presently being procured. 

Of the many problems which must be considered and 
solved if the Pakistan tea industry is to be efficient and 
competitive, there are a few which need to be tackled and 
are being tackled vigourously, e.g., standardization of vari- 
ous practices, such as plucking, manuring and pruning, if 
the highest potential yield is to be obtained; evolution of 
better quality and disease and pest resistant bushes; promo- 
tion of hedge planting for higher yields and future mechani- 
cal operations; control of pests and diseases; soil surveys 
and analyses; investigation of the physiology of nutrition, 
with a new understanding of the factors which affect yield 
and quality; chemical and biochemical studies of the tea leaf; 
studies on the utility of micro-nutrients; and helping the 

(Continued on page 64) 
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Tea’s 1957 Convention — Other Markets 


the challenge to tea in Canada 





By D. M. LANGTON, 


This year the Tea and Coffee Association of Canada is 
The founding of the as- 
sociation a significant step forward 
towards industrywide cooperation. The theme of this tenth 
convention, to be held at the Seigniory Club, Quebec, at the 
end of September, is “A De- 

A Century 


celebrating its tenth anniversary. 
a decade ago marked 


cade of Progress 
of Opportunity”. 

The Tea Council of Canada 
has now completed its third 
year. These past three years 
have been encouraging and in 
have also 


ot 


spiring. They 


shown us the 
the task 


selves, but 


immensity 
we have set our- 
we are confident 
that our own first decade will 
be one of continued progress 
in this land of opportunity. 

Tea remains the major Canadian hot beverage and its 
position is firmly rooted in the traditions of this country. 
But this position 1s being challenged. 

To take just the past five years as the latest phase of 
a trend which has been apparent at least since the turn of 
the century, tea alone among the major beverages—milk, tea, 
beer, coffee, soft drinks—has not grown as rapidly as the 
expanding population. 

Over the past decade Canada’s population has grown at 
the rate of approximately 2% per annum, and in order to 
keep pace with this growth, tea consumption would have 
to increase at a rate of almost 1,000,000 Ibs. per annum. 
I am not able to report that a steady increase of this order 


is apparent. 


Executive Director 
Tea Council of Canada 


However, in the period since the inception of Tea Council 
of Canada, encouraging gains have been made. A definite 
upward trend in total consumption has been established 
although, as we have seen, per capita consumption 1s not 
keeping pace. 

Canada is, of course, undergoing rapid and radical changes 
which affect both the economy of the country and the 
habits of its citizens. Various of these changes work against 
increasing tea consumption. Since the end of the World 
War II, over a million immigrants from non tea-drinking 
countries have entered Canada, against only half a million 
from the British Isles, and in line with this rapid immigra- 
tion there has been a marked move towards the industrializa- 
tion and urbanization of Canada, bringing with it a move 
away from old habits and a growing cosmopolitanism. This 
works to the disadvantage of tea. 

A further difficulty is the high birth rate since 1946, 
which has resulted in children forming a proportionately 
larger part of the population which, of course, has an ad- 
verse affect on the per capita consumption figure. These 
are some of tea’s difficulties in the Canadian market. 

As has been said before in these columns, we believe that 
to increase consumption it is necessary to modify the con- 
summer's attitude to tea. For example, it is known that 
the majority of Canadian families drink tea at home both 
for the noon and evening meals but in restaurants coffee out- 
sells tea. Probably the complications of individual teapot 
service and the necessity of waiting for the tea to brew 
form a sort of psychological barrier, particularly for men. 
The advent of good automatic tea brewing equipment should 
do much to help solve this problem. 


(Continued on page 92) 





“Decade of Progress” is theme 
for 10th convention of Canada’s 


Tea and Coffee Association 


Harold L. Keen, president of the Tea and Coffee Associa- 
tion of Canada, announces that a vital program has been 
arranged for the group’s tenth convention. 

The tenth anniversary convention, with the theme, “A 
Decade of Progress—A Century of Opportunity’, will be 
held at the beautiful Seigniory Club, Montebello, Quebec, 
September 29th-October 2nd. 

In addition to presentations by the Pan-American Coffee 
Bureau and Tea Council of Canada, experts will speak 
on package design, marketing trends, motivation research 
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and ecnomic trends, and there will be open discussions on 
these subjects. 

The keynote address will be given by John Fisher, execu- 
tive director of the Canadian Tourist Association, better 
known as “Mr. Canada”. Dr. W. W. Trueman, Director of 
the newly formed Canada Council, will be a guest speaker. 

The social side will include an anniversary dinner dance, 
informal receptions and the annual golf tournament. A 
special program has been arranged for the ladies. 

All members of the tea and coffee trades are cordially 
invited. Mr. Keen declared. The full program and reserva- 
tion forms may be obtained from Arthur May, Secretary, 
Tea and Coffee Association of Canada, 140 Wellington 
Street, Ottawa, Ontario, Canada. 
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why don't we have tea more often? 
(Continued from page 16) 





We Americans are the only ones who have discovered 
anything new for, or about, tea in 5,000 years. To in- 
crease tea consumption, we started using iced tea. Then, 
to make tea easier to prepare, we invented the tea bag and 
later the iced tea bag for the restaurant operator. We 
began using powdered instant tea and still later tea in 
a liquid form. More recently, we introduced the family 
size (quart size) tea bag. All this in the interest of 
making tea easier to prepare or inducing the public to 
consume more. 

They used to say that if there were 100 electric light 
hangers in any grocery store, 25 of them would be put 
there by tea salesmen. The tea salesman has always 
stood right next to the salt salesman and taken his hat 
off to no one in sales ability. Certainly the selling of 
tea has been most aggressive. In fact, retailers have 
been willing, even glad, to promote tea because it is 
profitable for them. 

One other point in our favor is that most all of the 
tea sold in this country is better than average in quality 
The tea that the American housewife uses should make a 
good cup of tea. 

The writer knows that the advertising and promotion 
of tea in the United States is as smart and ingenious 
as that of any food product in any country. The packers 
use every media, including television, radio, newspapers, 
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magazines, billboards, and more point-of-sale material 
than most grocers want to see. Premiums to tempt the 
women into trying a brand of tea include flowers, cozies, 
logs, spoons, bow! covers, booklets on birds and flowers, 
etc. It would be repetitious to name all the other forms 
of promotions. One form of promotion known as the 
bargain package or deal, would best be forgotten by most 
packers, but certainly they do not deter the use of tea. 

It doesn't look as if the tea industry has been lax in 
their efforts to increase the use of tea in the US. 

Since nobody is to blame and everybody is doing every- 
thing right, let’s just start drinking tea more often and 
make 1957-1958 the year that tea got on the target. 
Let’s make the occasion of our 12th annual convention at 
Greenbrier a celebration of the time when all our efforts 
began to bear fruit in the form of more Americans drink- 


ing more tea more often. 


building tea volume in restaurants 


(Continued from page 23) 


The Robert E. Lee Hotel 


This well-known hotel in Winston Salem, N. C. is 
characterized by its manager, Douglas Boyle, as a com- 
mercial hotel. It includes, however, three different types of 
food operations: a main dining room, a popular-priced coffee 
shop and a large banquet facility. In all three locations, tea 
is prepared in exactly the same way. Manager Boyle car- 
ries out his belief that “tea as a beverage has its rightful 
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place on the menu in any establishment,” by stressing three 
factors: brew formula, good presentation and good quality. 

In their hot tea preparation, the Robert E. Lee uses a par- 
ticularly good technique. Cups are kept in a pre-heated 
warmer so there is no need for pre-heating from the urn. 
This way, says Mr. Boyle, “We don’t run the difficulty 
of ‘shocking’ the cup.” Boiling water is drawn from the urn 
under controlled temperature into the warmed cup. (They 
use the four-ounce formula in the urn.) Each serving is 
accompanied by milk or lemon. 

Mr. Boyle, without any question, sees tea as an “increas- 
ingly popular item. The work that has been done in the 
development of equipment, particularly the tea urn, has 
done much for the sale of hot tea in restaurants, he feels. 
With it, tea is as easy to prepare as any other beverage. 

By announcements on tent cards, Mr. Boyle tries to stretch 
the usual season for iced tea sales. He also makes each 
serving look as attractive as possible—a sprinkling of 
powdered sugar, sprigs of mint, and so on. 

For all that, Mr. Boyle reveals that he doesn’t do as much 
iced tea business as people in the North would suspect he 
does. His hotel is not that far South, in the heart of the 
iced tea country. 


The Prophet Co. 


"A trend has developed in many of our areas where tea 
sales have increased during the break periods,” reports 
H. A. Montague, president of this company. The Prophet 
Co. Detroit, installs and manages a large number of instt- 
tutional feeding operations. Mr. Montague suggests that 
tea industry advertising and promotion could be directed 
toward these times of the day—the “break” times—and be 
quite effective. 

Certainly he has found that many of his customers “enjoy 
the stimulating and perhaps refreshing effects from a cup 
of tea.” 

In general, Mr. Montague feels that ‘‘sales of tea, par- 
ticularly iced tea, have rapidly increased in the past several 
years. More and more do we find many of our customers 
demanding iced tea the year around. We have alerted our 
managers to new methods of merchandising which help to 
further promote this item. In many of our cafeterias, we 
use dispensers, with glass bowls for visual merchandising. 
In others, where dispensers cannot be handled, we pour iced 
tea in glasses and set them in ice-filled trays.” 


Harding’s 


Beatrice Hughes’ executive vice president of Harding's, 
in Chicago, says a definitive word on the subject of display 
material in restaurants: 

“It seems to me that the best way of promoting is by 
word of mouth or pictures. We have received some beauti- 
ful colored posters which we use in all of our restaurants. 
They are an excellent means of promoting sales.” 


Carl Hull joins Old Judge Foods 

Carl F. Hull, who has joined Old Judge Foods Corp., 
St. Louis, as executive vice president, was formerly assistant 
treasurer of Henry P. Thomson, Inc., leading tea importers. 
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wheeling and dealing 
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But an effective premium promotion in today’s market 
calls for some creative selling ability. It is not a mechanical 
thing. The retail grocers, with their own premiums and 
their trading stamp promotions, have proven that con- 
sumers respond to the premium incentive above the price 
incentive. But a packer or distributor of grocery products 
has to go beyond the retail grocer in creative selling in 
order to make his offer work for him. He is in competition 
not only with the other products but with the retailer as 
well. His offer has to stand up against that competition 
This may sound difficult. It certainly is more difficult 
than offering a straight deal. But resources are available 
today to make that creative selling task much less difficult 
and much more effective. 

One resource is a number of experienced suppliers of 
premium merchandise who have worked with hundreds 
of promotions in all kinds of industries. Take the po- 
tential supplier into your confidence and let him know 
your objectives, and very often he can come up with an 
answer for your problems. 

Another resource—and here I'll do some straight plug- 
is the Premium Advertising Association of America, 
companies who use 


ging 


a national trade association of the 


premiums in their selling programs and therefore have a 
stake in keeping consumers happy with premiums. This 
association, which I have the honor to head, will be glad to 
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Complete range of items, 
available as 
pieces or packaged sets. 


help you share our experience, because we do not want 
to see “Hops” in the premium field, especially those which 
will turn our customers against premiums. 


For those tea who have the will and the 


imagination to go out and sell instead of going out to give 


Co yM panies 


their products away, premium promotions can offer an ef- 
fective counter to the wheeling and dealing that is going 
on today. 

Some of the most profitable brands of soap today are 
those which are sustained by premium programs even though 
they may not have the largest share of the market. Some 
of the leading small appliance brands have used premium 
incentive selling to hold out against ruthless price cutting, 
and made it work. 

It can work in the tea field, too. 


All it takes is the will 


and the imagination. 


p. o. p. for hot tea 
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promotion will be stressed. The introduction of an all- 
new approach to the busy and over-burdened restaurateur 
will be a simplified combination brochure that contains 
a complete tea profit-making program highlighting field- 
tested preparation and promotion tips that really pay off! 
I'ts a brief, easy to read down-to-earth approach that ex- 
plains how tea can easily be made a high-profit beverage 
in any restaurant. 

To enable the promotion-minded restaurateur to make 














Women’s Fashion Accessories 
Make Ideal Premiums 


STOLES, SCARFS, KERCHIEFS, 
for Women and Children 


individual 


BOYS TIE & BELT SETS 


and many other Novelty Items 


Send us your inquiries 


RIVOLI SCARF & NOVELTY CO., INC. 
48 W. 37 St. New York 18, N, Y. 
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Salada rea 


Personalized beach bag premium offer to promote Salada Tea 
was boosted at point-of-purchase with this product-premium dis- 
play piece focused on iced beverage. Initials on bag did per- 
sonalizing. 





the most of tea, for the first time menu tip-ons in full 
color, featuring a glowing cup of tea, will be available, 
along with new full-color table tents to remind busy 
eaters to Take Tea and See.” Two back-bar strips, one 
in full color and the other in two colors, complete the 
display package. 

In addition to these regular lines of material, there 
will be special kits for both fields to be used during 
“Take Tea and See’ Week, which is scheduled for Janu- 
ary 10th-25th, 1958. Each retail kit contain two 
posters and three special pennants. The kit for restaura- 
teurs will contain three of the same pennants and two 
different posters. 


will 


So far this has been a report of the hot tea merchan- 
dising campaigns for this fall. This review would not be 
complete, however, without a few words about the iced 
tea campaign that will be undertaken on a modest, test 
scale this fall. 


Basic idea 


Doubtless you have seen the two-page Tea Council ad- 
vertisement which has appeared in the last two issues of 
this magazine on the subject of “Stretching the Iced Tea 
Season.” 
idea which will receive a serious field 
test this fall. with a select group of contributing packer 


This is a basic 


tea salesmen making calls, supplying a special set of pro- 
motion materials and keeping track of the experiences of 
a representative number of restaurateurs in extending 
their iced tea service into October, November, December 
and beyond. 

The results of this attempt to gauge the reaction of both 
salesmen and restaurateurs to this idea may have an in- 
fluence on the industry's merchandising plans for the 
future. 

For the present, this fall represents a real sales oppor- 
tunity for tea. The industry campaign is set to do its 
part in helping the tea trade help itself. 

The rest is up to each individual company to make the 
most of it. 
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Lasko Metal Products, Inc. 


Quality Products since 1906 


Electric 
Automatic Pop-Up Toasters, Fans, 
Heaters, Skillet. 
Griddle—Dutch Oven 
Stool Ladders 
438 West Gay St., West Chester, Pa. 




















CLAUSS CUTLERY CO. 


Sewing and Household Scissors and Shears. 


Gift Sets. Manicure Sets and Pinking Shears. 


Fremont, Ohio 














REDLES INC. 


32 piece Jr. Chief Fire Dept. Make 'N’ Play 
Toys” priced at $1.15 each. 
also 
Fire Helmet Pencil Sharpeners in 10 gross 
lots . . . 20¢ each. 
Box 4207, Philadelphia 44, Pa. 























Pakistan: new dimensions 
(Continued from page 57) 





mechanization of various operat’ons. Moreover, a general 
improvement of manufacturing facilities, especially on pri- 
vately owned estates, needs to be underlined. 

Tea occupies a distinguished place in the list of principal 
commodities grown in Pakistan which earn for her the 
bulk of her foreign exchange. Its primary importance can 
be attributed to its export value, since tea is the second 
greatest foreign exchange earner in East Pakistan and the 
fourth largest for the entire country. It is estimated that 
tea earns approximately 35,000,000 rupees or $7,000,000 
per year in foreign exchange. 

Capital investment in this industry in East Pakistan 1s 
estimated to exceed 500,000,000 rupees or approximately 
$109,000,000. Furthermore, tea earns considerable amounts 
of revenue for both the central and provincial exchequers 
through various taxes. 

The growth and sale of manufactured tea brings employ- 
ment to a considerable labor force. Over 100,000 are em- 
ployed in the cultivation of tea, while hundreds of others 
are engaged in handling, transport and blending. 

Tea is often termed the common man’s beverage in Paki- 
stan. Domestic consumption of tea, which exceeded 40,000,- 
000 Ibs. in 1956, furnishes excellent evidence of it. In the 
wake of the commencement of the tea season on April 1st 
of this year came the announcement of a new government 
policy aimed at regulating the export of tea on consignment 
basis. A maximum of 4,500,000 Ibs. a season will be per- 





IMPORTED WOODENWARE 


Salad Bowls—Pepper Mills—Bread Boards— 
Promotional items—Popular Priced—Write 


for circular W. 


L. SKALNY BASKET CO. 


655 Pullman Ave., Rochester 15, N. Y. 








mitted to be exported for sale through the London auctions. 
There will be no restrictions, however, on the export of tea 
to any destination against letters of credit. 

All this is designed to bring about the stabilization of 
prices by encouraging the sale of tea through the Chittagong 
auctions, Furthermore, the measure is calculated to save 
expenditure of foreign exchange incurred on the storage 
of huge quantities of tea destined to London on consignment. 

Together with the sales through the London and Chitta- 
gong auctions, large quantities of tea are sold against pri- 
vate contract with the individual tea estates. Every year the 
government announces an export quota within the maximum 
allowed by the International Tea Committee, which is 47,- 
245,607 Ibs. for Pakistan. This quota is then divided among 
the various tea estates on the basis of the highest production 
in the last three years. The export allotment for 1957 was 
recently placed at 30,000,000 Ibs. by the Pakistan govern- 
ment. 

Exports of tea amounted to 23,520,000 Ibs. in 1956 as 
against 12,900,000 Ibs. in 1955. (This low 1955 figure is 
attributed to a paucity in supplies caused by an early 
drought). Over half of the tea exported from Pakistan 
is consumed in the United Kingdom and Ireland. U. S. 
imports of Pakistan tea, which amounted to 52,835 Ibs. in 
1956, have increased considerably this year attaining a total 
of 301,225 Ibs. for the first five months. Other major 
consumers are Canada, Chile, Holland, Afghanistan, Iran and 
Egypt. 

The overall economic progress made by Pakistan ever 


(Continued on page 92) 






SALMANSON & C€0., INC. 


Aristo-Lite folding aluminum furniture—top 
quality—low price—perfect for the coffee 


trade. By Sunray. 


1107 Broadway, New York 10, N. Y. 
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Tom Dannemiller, Gertenbach 
elected by Junior Board 


Thomas E. Dannemiller, of the Danne- 
miller Coffee Co., Brooklyn, N. Y., has 
been elected chairman of the Junior Board 
of Directors of the Tea Association of the 
U.S.A. 
The Junior Board’s annual meeting, When you ship 


held in August this year, also named 


Robert F. Gertenbach, of Thomas J. Lip- s  f q > | 
ton, Inc., as secretary-treasurer 4 

Elected a member of the board was | ] A 
Charles P. Walter, manager of the tea ‘ di 


department of Dodwell & Co., Ltd. Well 


known in the industry, Mr Walter has a : APL speed, APL handling SAVES 
background of two decades as a tez ¢ ° 
pmoggrenbedipetige nadieditnge ten ys time, saves cargoes, saves money 


The elections take effect at the Junior 
Board’s October meeting, after the Tea ae 
\ssociation’s convention in September SPECIFY APL-—and see your tea ship- 

Mr. Dannemiller succeeds William A ments arrive on time... your invested 
Congalton, of Standard Brands, Inc., as capital go back to work faster! Ship via 
chairman. Mr. Congalton’s term on the APL/’s fleet of modern vessels on three 
board expires this fall major trade routes offering fine facilities 

Also retiring from the board is Herbert for fast, safe cargo handling on board 
Wolfertz, of Jardine Balfour, Inc. : and ashore! 

Mr. Walter’s election still leaves one s To insure product quality all the way, 
vacancy on the 15-man board. It will be v APL makes its holds teapot-clean before 
filled at the October meeting of the Tunior | taking tea aboard, guards this delicate 
Board commodity with expert stowage and “cli- 

mate control” through the latest dehu- 
Stanley Mason retires from tea memeguieniatedarte-ongn 

. See your Freight Forwarder or Broker 

Stanley H. Mason, who has been active f for schedules and bookings . .. Make the 
in tea since 1914, has retired from thts “Presidents” part of your distribution 
industry. ~ system today ! 

He has moved to Salisbury, Conn., N 
where he has become associated with a 


firm of suppliers to building contractors. TRANS-PACIFIC 
Mr. Mason began his career in tea in ROUND-THE-WORLD 
London. In 1926 he came to the United ATLANTIC-STRAITS 


Inc., where he remained until AMERICAN PRESIDENT LINES 


1950, rising to the position of secretary 
and vice president. In 1951 he joined General Offices: 311 California Street 
Bingham & Co., Inc., and three years later San Francisco 4, California 
was named secretary. 
Mr. Mason was active in industry af- 
fairs and served for several terms on the 
board of directors of the Tea Association 
and on many of the committees 
A member of the tea tasting panel, 
his extensive experience in tea tasting 
made him one of the country’s experts 
in this field 
After many years of commuting by 
train from Bronxville, N. Y., to the 
downtown New York City tea section, 
Mr. Mason's Connecticut house, in the 


- 
midst of beautiful conutryside, is now an Hostess Dee-Lite 
easy five minutes from his Salisbury firm 
His many friends wish him well in his SNACK TABLES 
new venture they will miss =o a we Two tables—plus fold away storage stand to one 
and courteous presence on Front Street = package of one color. 
Available in six luxurious colors—Antique Black 
J.B. Tree Te remium . with gold rose design; Yellow; Red; Beige; 
M.J.B e ap Green; Old Gold with black rose design. 
es @ \I.J.B. Tree Tea has a new promo- : Legs one color—black. 
tion which looks very promising. With We manufacture a complete line of trays and 
a boxtop and $2.00 the consumer can : racks and the sensational new Chalkboard. Also 
have a “de luxe” tea pot with a two inch “ Wall Plaques—three to set. 
22 carat gold band around it, a gold plated q Illustrated circulars and prices upon request. 
tea basket for bulk tea use, and clips . 
to hang tea bags on the rim. It is a very PINGREE ASSOCIATES 
beautiful affair. M.J.B. is promoting it Wood Product Manufacturers 
with colored booklets and shelf displays HOPKINTON, MASSACHUSETTS 


The pot has an eight cup capacity. 
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moving more hot tea 





... Via food stores 






(Continued from page 19) 











compared to (2) $1.61 on instant coffee and (3) $1.50 on 
regular coffee. 

These figures would seem to point up the reason why the 
large-scale food merchandising operation is more willing 








to instigate tea promotions on its own. 

What sells tea to the food store’s customers? In the main, 
grocers agreed that there were two things that helped move 
tea off the shelves: 

1. Mass display. 






Comments on this ran as follows: “We 






give tea a generous and prominent amount of space in the 
store “Of course, we have tea departments in our 
stores.” . . . “Those displays at the end of a gondola,and 






dump displays, really help sales.” 
One merchandiser insisted that it was mass display that 
sparked the sale and a customer gimmick, like the deal, 







that clinched it 

stores.” “Those displays at the end of a gondola and 
From Safeway Stores came the interesting comment that 

for customer response to an attractive retail display, “special 









attention to packaging design is of greatest importance.” 
Food store opera- 





Fe Special promotions and advertising. 
tors approved of radio and TV commercials that helped 
move tea. They spoke warmly of the Tea Council's pro- 
motion material, for example. Safeway’s Mr. Baker felt 
that “historically, this program undoubtedly sparked the 
success that the tea industry has enjoyed toward establish- 
ing summer sales. We have used many of the Tea Council's 
promotional ideas and materials to supplement our own 












merchandising program.” 
Finally, we harvested some interesting straws in the wind 







during our survey of the food store as the purveyor of tea. 





They indicate, in a small way, how the food store operator 





reacts to tea, and its merchandising future in the groceries 





f America. 











1. For the most part, the grocer felt that individual sup- 
pliers had done a good job of brand promotion and adver- 
tising. But allusions to more positive selling, advertising 
that gives reasons why the consumer should buy tea, kept 
cropping up. A leading official with one of the large 
Eastern chains said he would like to see promotion materia! 
aimed at “tempting the appetite and suggesting new uses for 
the product, new times to try it, and products or meals with 
which it should be consumed.’ Another operator noted 
that he occasionally could not use display material because 
it lacked the element of “timeliness.” 

2. There is a growing emphasis on packaging, as well 
as on shipping containers, that are more clearly marked, 
easier to open, and which facilitate stocking on the shelves. 

This may indicate that an objective evaluation of packag- 
ing, packing and shipping techniques is in order. 

3. Prior to World War II there were approximately 
6,000 supermarkets in the United States, doing a total 
volume annually of $2 billion, or 24% of the total grocery 
sales. As far back as 1952, the total had jumped to 16,000 
supermarkets doing a volume in excess of $14 billion, or 
131% of the total grocery sales. 

It is not unreasonable to assume that the graph still shows 
an ascending line. 

Since the problems of selling tea to the impersonal super- 
market buyer are quite different from those invoived in 
selling the small independent, these statistics point toward 
another area of tea merchandising worthy of closer at- 
tention. 

i. The number of tea bags sold increases annually. In 
1956, tea bags accounted for more than half, or 549%, of 
the total tea poundage sold through groceries. Tea bags 
What may help tea sales in the 
with “built-in 


are a convenience item. 
grocery field are more tea 
maid service.” 


items so-called 

5. Prevalent among grocery operators is a timidity about 
answering questions concerning specific tea promotions that 
have been particularly successful. Some merchandisers flatly 
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refuse to answer. Others frankly admit “we keep our 
successful promotions a deep, dark secret.” 

This “Does Macy's tell Gimbel’s?”’ attitude might be war- 
ranted if the success story contained behind-the-scenes 
administrative secrets. Considering that promotions, by their 
very nature, are public matters, such an inhibition to shar- 
ing of information that might benefit the entire grocery in- 
dustry, and indirectly the tea industry, seems odd. 

For the tea packer, this attitude may connote a desire 
on the food store operator's part have his tea promo- 
tions on an exclusive basis. If it does, the tea salesman may 
have a lot more work cut out for him in the creative handling 
of a grocery account. 

As it is, the basic challenge to tea in the food store is 
clear. Instead of taking anything for granted, take the 
initiative—on hot tea’s profit story, on servicing your pro- 
motions in the store, on getting more positive “‘sell” into 
your advertising, on revamping your merchandising to meet 
the needs of the supermarket buyer, on coming to grips 


with dealing. 


developments in automatic teamakers 


(Continued from page 46) 





a gallon of very acceptable iced tea, the concentration in 
the decanter being diluted with an equal part of tap 
water. The concentrate method in this unit does not 
produce as good tea as the standard brewing method, 
since full extraction is not obtained, but this will no 
doubt be corrected by simple modifications in the design. 
In any case, the tea produced even at present is far 
better than that from a tea bag in an open cup. 

The FMC Teamaker is the unit which was developed 
under the auspices of the National Restaurant Association, 
incorporating all their recommendations, and is therefore 
the machine which comes closest to filling the demands of 
the most exacting restaurant operator. 

Several years of research and extensive field tests have 
produced a unit which will serve almost continuous 
supplies of either hot or iced tea simply by pushing the 
right button. 

This machine operates on the tea concentrate method 
and produces tea which in the opinion of restaurant 
operators, as well as tea experts, is consistently better than 
that served in restaurants by their usual methods. 

The unit feeds water at the correct temperature into 
a stainless steel infusing unit charged with 14 Ib. or Y tb. 
of loose tea. This flexibility of quality is controlled by 
turning the timing nob to the right point, and the flow 
of water stops automatically when it has reached the 
right level in the infusor. The brewed concentrate 
flows into a glass holding tank which is so placed over the 
hot water tank that the temperature of the concentrate is 
maintained at about 135 degrees. 

When the hot tea button is pressed, solenoid valves are 
operated which allow the right proportion of tea con- 
centrate to mix with boiling water direct from the heating 
tank and flow into the tea cup. Similarly, if iced tea 1s 
desired, a slightly larger proportion of the tea concen- 
trate combines with unheated water direct from the 
supply line to fill the glass placed under the outlet. 


The problems of a neat stainless steel appearance com- 
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OS.KF=Line 


aka Shosen Kaisha 


Owners ges operators of 600,000 deadweight 
tonnage in worldwide service 


JAPAN-NEW YORK LINE 


JAPAN - SOUTH AMERICA via Los Angeles & 
Panama 


JAPAN - SOUTH AMERICA via East & South 
Africa 
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HEAD OFFICE: 
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17 Battery Place, New York 4, N. Y. 
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bined with minimum size and availability of controls have 
been cleverly solved, but more important still, the tea it 
produces is excellent, and restaurant people are enthusi- 
astic about it. There is no other beverage dispenser which 
can make and serve two distinct drinks with such ease 
and simplicity. It should do much to increase tea sales 
not only in the restaurant but also in all institutional 
feeding outlets. 

There are three other companies which have developed 
units to the point where they are now being field tested, 
but they are not prepared to announce them generally 
at present. 

One of these companies is now running a series of tests 
in Canada and hopes to be in production within six 
months. Another concern is bringing out a new design 
which is gas-fired and features full visibility of the stor- 
age container of the brewed tea, to enhance eye appeal. 
The third company is working on a system of instantane- 
ous boiling water with a carbon heater and no storage 
tank. With this approach, the unit will be reduced to a 
size which will make it practical for the crowded service 
station of any restaurant. 

Although preliminary tests and advices to the manufac- 
turers have been given by the Brewing Committee, it is 
felt that a full report on these would be premature. De- 
tails will be made available as soon as the manufacturers 
are convinced that the engineering bugs have been elimin- 
ated. 


is the tea bag a nuisance? 
(Continued from page 41) 





Great emphasis in merchandising is directed toward the 
youth market. We know that our young people are potential 
users of every product, from diapers to headstones, given 
time. In their growth through the various stages of life 
they become homemakers, mothers and fathers, and they 
set the pattern of food consumption in the home. 

Where do they acquire the patterns? From their own 
mothers and fathers. If properly conditioned, they come to 
look upon tea, prepared with the tea bag, as their choice of 
beverage, hot or iced, because it was the beverage served in 
the home of their youth. 

By all means, don’t overlook the potential of the youth 
market—but at the same time don’t deemphasize the in- 
fluence of parents upon the formative, fertile minds of the 
young. Every effort must be made to have the homemaker 
introduce and use tea in the home regularly. Incidentally, 
the Tea Council is doing a wonderful job on this, and it is 
certain a marked improvement will be shown in the use of 
tea. 

We must continue to teach the simple art of preparing 
a delightfully delicious cup of tea with the clean, efficient, 
unvaryingly portioned tea bag. 


Domestic tea consumption in Japan 

Because of generally increased income in 1956, con- 
sumers in Japan were inclined to prefer green tea of 
a higher grade. However, total consumption changed 
only slightly from 1955. 

The export price of green tea from Japan in 1956 
averaged 27.8¢ per pound, which is a decrease of 5% 
from 1955, The average price for black tea declined 
to 27.8¢ per pound, or 16% below 1955. 
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Tea and the dealing treadmill 


A U. S. tea convention is a catalyst. 

It quickens and focusses thinking within the industry on 
basic problems. 

This can best be appreciated at the convention itself— 
especially this year, with a program that draws on more 
than a decade of experience for what may be the best 
sessions yet. 

The tea convention as a catalyst is also visible in the 
special material elsewhere in this issue, 

The material focusses on tea’s basics—the markets, the 
salesmen, the promotions, the equipment, the product, the 
organizations, the growers. 

You will probably want to study the articles with care, and 
tag them for other people in your company. The material 
informs and stimulates on many questions vital to tea men. 

Even sharper focus is needed on one of those questions: 
dealing. 

In tea, dealing has become prevalent and constant. 

In fact, tea is now almost a classic example of some of 
the dynamics of the practise. 

Once dealing is begun, it tends to spread. The brand 
that holds out finds it difficult to withstand the pressure. 
Dealing seems a direct way to restore lost ground. 

Once dealing has taken hold, it's hard to check. The 
same pressure that breaks down hold-outs keeps dealing 
companies pinned to the practise. 

Behind both dynamics is the belief that dealing moves 
merchandise. 

This belief has been shaken. Some packers still think it 
moves the goods, but only temporarily; they have qualms 
about the long-range picture. 

Yet in spite of qualms, they stay on the treadmill. They 
feel it is unsafe to step off, that to do so is to tamper with 
the explosive of brand position. That's a risk no packer 
can face with relish. 

But it is now clear that it may be more risky not to stop 
dealing. 

Some widely held beliefs need to be re-examined. 

Is it true that deals move tea so effectively? In the ab- 
sence of other promotion, maybe. But how do deals stack 
up against well-thought out, carefully followed-through 
merchandising efforts based on solid, constructive ‘‘sell’’? 

Consider, for example, the promotion which a national 
packer ran earlier this year. It called for an enormous in- 
vestment for space and time in all major advertising media. 
What did this flood of promotion tell the public about the 
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brand? Mainly that it was available on a deal, at so much 
off. 

This points up the comment of one supermarket executive. 
Deals, he feels, merely rearrange temporarily brand stand- 


ings. They don't enlarge the basic market for tea. 


That's one of the big negative factors in deals. They send 
But the 


huge investments in advertising, to put the deals over, don't 


the housewives scrambling among the brands. 


make new tea drinkers. 

Moreover, there is evidence that the deals don't even prop 
sagging brands. 

The A. C. Nielsen Co. states, on the basis of research, 
that (1) Sales gains on old, well established brands are 
usually temporary as a result of deals, and (2) They rarely 
stop a declining sales curve, 

The deals may be doing damage in a less obvious way. 

They divert major tea industry assets. 

They absorb brand promotion money. They block brand 
initiative. 

It is relatively easy to go with the pattern and cook up 
another deal for an upcoming promotion. It is harder to 
dig into current realities and come up with a fresh, hard- 
hitting sales program based on the merits of the brand in 
particular and tea in general. 

Packers may be reaching the point where they will have 
no alternative but to abandon the deal. 

The brand franchise, built up in many instances at an 
enormous cost, is being undermined by the deal. Paul 
Willis warns that deals, instead of creating brand loyalty, 


“When 


many brands in a product category are sold this way,” 


may actually jeopardize the standing of brands. 


he states, “shoppers may start to buy deals instead of 
brands.” 

When packers merchandise the deal instead of the brand, 
they do something else. They open themselves wide to the 
unknown brand sold only on a price basis. 

This has begun to happen. Tea bags selling at 39¢ for 
100’s have already appeared. 

Possibly the place where the deal now pinches the packer 
most is in profits. One food store operator summed it up 
this way: “Some of the companies (packers) pay for the 
profits we give away.” 

An official of one of the country’s top chains warned that 
deals could sour grocers on tea. They can reach a point of 
so much trouble for the store, they can dampen interest in 
the product as such. 

It's more than time for tea to get off the dealing treadmill. 
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the chemistry of coffee 





Many people keep their copies of COFFEE & TEA INDUS- 
TRIES for later reference. If you aren't one of them, you'll 
probably want to change your ways—at least for this issue 
and the succeeding ones containing the article, “Chemistry 
of Coffee’’, by Dr. Lockhart. 

The article is the most complete summary on the subject 
lo ap pear wt many years. It is, moreover, not only com pre- 
hensive, but up-to-date. It even indicates things about 
the chemistry of coffee which we don't know yet, not until 
they are determined by research. 

The article summarizes the chemistry of coffee in three 
main areas—green coffee, roasting and the beverage. 

Dr. Lockhart's paper was presented at a symposium, 
“Chemistry of Natural Food Flavors’, sponsored by the 
National Research Council of the National Academy of 
Sciences for the Quartermaster Food and Container Insti- 
tute for the Armed Forces and the Pioneering Research 
Division, Quartermaster Research and Engineering Center. 


Part 1 


Coffee has been one of the most acceptable nonalcoholic 
beverages for many centuries and has attained its pre- 
eminence because it gives to the consumer a unique flavor 
experience. However, the chemistry of the stimulus, coffee 
flavor, underlying and related to this experience, has not 
been adequately developed. The acceptability of this 
beverage, like that of all other products enjoying wide distri- 
bution, depends upon a harmonious interaction of many 
factors which, taken together, comprise its history. A few 
of these factors are controlled by nature but, for the most 
part, both agriculture and industry are responsible for ac- 
ceptability. How well they are able to take care of their 
obligation can be directly related to the extent of their 
experience. As 1s well known, experience can be developed 
through trial and error into an industrial art, or through 
research rigorously organized into an industrial science. 
In the case of coffee, agriculture and industry have fostered 
an art. Only recently, as the age of the commodity is 
reckoned, have they recognized the need for an organized 
scientific attack on the variety of unsolved problems with 
which they are confronted. 

The purpose of this paper is to present certain pertinent 
facts so far as they exist, to show how much ts unknown 
about coffee flavor and to point out deficiencies that can be 
eliminated only through research, The discussion will be 
arranged topically in accordance with limits that are logical- 
ly established. These topics are: first, the composition of 
the green bean and factors that may alter it; second, 
changes in the bean during the after roasting ;and third, the 
beverage itself. 
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The green bean 


The consumer demand for coffee flavor is such that a 
huge mass of raw material must be imported each year. 
Approximately 21/, billion pounds of green coffee enter 
this country annually (27); roughly 40% comes from 
Brazil, 25% from Colombia, 6% from Mexico, and 9% 
from all of Africa. El Salvador and Guatemala each con- 
tribute about 4%. The remainder, 12%, is imported from 
at least 20 other countries. The extent of variation among 
these coffees has never been determined precisely, but what- 
ever variability does exist must certainly be reflected eventu- 
ally in the beverage. For reference, a few of the analyses 
that have been published are shown in Table 1. These 


Table 1. Composition of green coffee 


Santos Mocha estates Guatemala Hawaii 
percent percent percent percent percent 
Moisture | 8.75 | 9.06 8.7 10.5 
Etherextract.....| 12.96 | 14.0 ss | wf 18.2 
Nitrogen * 1.8 2.6 
Protein } 9.50 | 8.56 | 15.9 
Crude fiber | 20.70 | 2246 | 213 | 281 13.8 
Ash | 4.41 4.2 | 36 | 32 | 3.6 
Table 2. Composite analysis of green coffee 
| Proportions, | 
Component | percent eennent 
Water 8-12 
Oil (ether extract) 4-18 
Unsaponifiable 0-2 
Nitrogen 1.8-2.5 
Protein’ 9-16 
Caffeine 0-2 
Chlorogenic acid 2-8 
Trigonelline 1-3 
Ash: 2.5-4.5 
Calcium ; 85-100 
Phosphorus 130-165 
Iron 3-10 
Sodium 4 
Manganese 1-45 
Rubidium traces 
Copper traces 
Fluorine | traces 
Tannin 2 
Caffetannic acid | 8-9 
Caffeic acid ‘ 1 
Pentosans. 5 | 
Starch 5-23 | 
Dextrin 0.85 =| 
Sucrose 5-10 
Reducing sugars 0-5 
Cellulose 10-20 
Hemicellulose 20 
Lignin. 4 


Vitamins (present in small amounts): 
Carotene, thiamine, riboflavin, folic acid, niacin, | 
pantothenic acid, citrovorum factor, B-6, and | 
B-12. Ascorbic acid: none. Choline: 60 mg. %. 


1 Amino acids from protein: Alanine, aspartic acid, glutamic acid, glycine, leucine, phenyl 
alanine, serine, thereonine, valine, cystine, mcthtonine, and proline. 
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data are typical of those that have appeared in the litera- 
ture—none of which permits the precise characterization of 
coffee with respect to area of origin. Occasionally measure- 
ments of other components have appeared, and from these 
a composite table (Table 2) has been assembled to show, 
only crudely, what the green bean is. 

There are also reports, as might be expected, that the 
composition of green coffees changes as the fruit develops 
on the trees, and later as it is processed by different tech- 
niques. Green coffee, if stored dry and away from disagree- 
able odors, will retain its flavor potential for three or more 
years (18). However, the color may be affected within 
a year even in dry storage (2). The moisture content must 
be kept below 10% to prevent flavor deterioration and un- 


palatability (24). 
The roasted bean 


Because green coffee is devoid of aroma and a water in- 
fusion is bitter and unpalatable, it must be heated under 
carefully controlled conditions to bring about the changes 
in chemical composition that are so well recognized and 
appreciated. This process, called roasting, is actually a mild 
pyrolysis during which the components already mentioned 
are decomposed at rates in accordance with their relative 
stabilities toward the heat applied. During the process, 
the green coffee, at first slowly, then more rapidly, loses its 
greenness and takes on the familiar brown color. The 
decrease in greenness with increase in temperature (Figure 
1) has recently been measured (15) and can be used as a 
guide for controlling the process. As the temperature ap- 
proaches 400° F., the beans begin to pop and expand to 
nearly twice their original volume. By this time much of 


Table 3. Composition of raw and roasted coffee (dry) 


| Caffe- | 

N-f | | tannic | 
Protein| Fat (extract | Sugar |Dextrin| Fiber acid | Ash 
percent! percent percent! percent | percent percent | percent | percent 


Mocha: 
Raw 10.8 | 0.96 | 93 | 41 
Roasted 11.3 1.24 | 47 | 46 

E. Indian: | | 
Raw 12.4 0.93 10.3 | 44 
Roasted 13.3 1.40 46 | 49 
Raw 12.9 | 0.96 | 27.8 | 10.2 3.4 
Roasted 13.3 | 134/ 186| 48 | 4.8 

Kona: | | 
Raw 
Roasted 


13.8 
18.0 | 


15.9 | 18: 8 | 5.8 
13.9 | 12. 9 | 68 


Table 4. Nitrogen content of coffee hydrolyzates 


Nitrogen per gram of dry bean 


Total Basic Nonbasic 


me. mg. 
Green Santos 21.8 10.7 11.0 
Roasted Santos 19.8 9.6 9.9 
Water extract of green Santos 12.5 7.0 5.5 
Water extract of roasted Santos 5.7 4.8 0.94 


Table 5. Amino acid stability 


Nitrogen per gram of dry bean 
Water Roasted 


extract bean 
me. mg. 


0.36 0.72 
0.70 1.20 
1.18 2.00 
0.59 1.09 
0.69 1.26 
0.26 0.46 
0.22 0.36 
0.14 0.22 
0.28 0.56 


Alanine 
Aspartic acid 
Glutamic acid 
Glycine 
Leucine 
Phenylalanine 
Serine 
Threonine 
Valine 

7.87 


Total 4.42 


SEPTEMBER 1957 


a-Composite curve for all 
samples except 
Bucaramanga 

b-Composite curve for all 
samples 

c-Bucaramanga alone 
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Figure 1. Decrease in greenness (Y-value) with increasing temperature, 
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Figure 2. 


the flavor has been developed. Finishing the roast now 
requires only a few minutes. The process is stopped abrupt- 
ly by a short water quench and rapid air cooling at a pre- 
cise temperature end point, varying within a range of 390 
to 450° F., dependent upon knowledge the operator has ac- 


quired from previous experience. Given a batch of green 
beans of stated history, he knows that he must heat it to a 
specific brown color which 1s related to both rate of heating 
and final temperature, in order that the flavor characteris- 
tics most acceptable to consumers will be developed. By 
this very artful but indirect method, he is able to set up 
controls on flavor formation. 

The question that is uppermost in the minds of all con- 
cerned, coffee processors and consumers alike, is what hap- 
pens during the roasting cycle? Several general observa- 
tions will be presented as an introduction to results of 
more specific analytical studies. 

The moisture content of the beans is reduced to about 
2% or 3% during roasting. There is a total loss in weight 
of about 16% (20). This loss is made up of original 
moisture and of volatile decomposition products. Seven or 
8% of the dry green coffee is decomposed and lost. The 
color of the beans changes to brown, and their volume in- 
creases from 50% to 100%. The acidity of aqueous sclu- 
tions increases to a maximum and then decreases as roasting 
progresses (19, 31); lightly roasted coffees have the highest 

(Continued from page 90) 


ae 





iced coffee preparation — and the potential 





the restaurateurs who don’t make iced coffee right 


are the ones who don’t sell it: . . and the reverse is true, too 


By HENRY R. EK, 


Sometimes a man with a fre th vieu pomt can see a Suu- 
ation in a new way, and come up with an evaluation which 
is at least different and stimulating. That's u hy he puts 
down these observations on iced coffee, Mr. Ek indicates. 
He's relatively new to coffee and the equipment fields, hav- 
ing been in them less than two years. That very fact, he 
feels, might in this case be helpful in pointing up barriers to 
progress which people in coffee for a long time might over- 
look because they take them for granted. 


With the announcement early this spring about the amount 
of money set aside for the promotion of iced coffee, it was 
quite obvious that something was finally being done to 
offset the sag in coffee sales during the summer months. 

Some areas claim that hot weather assists them in im- 
proving their hot coffee volume, but by far and large most 
markets and personnel operating in them admit without hesi- 
tation that as the thermometer goes up, their coffee sales 
ZO down. 

Since the introduction of the iced coffee promotion, our 
company has spent a considerable amount of time studying 
and analyzing the market. We have wanted to know why, 
as far as we could tell from off-hand observation, iced coffee 


never became really popular. 
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"Have you tried changing to drip?" 


COFFEE & TEA 


Sales Manager 
Steel Products Co. 


During the National Restaurant Show in Chicago in May, 
we decided to try an experiment. This decision was reached 
without any consultation with any coffee company. We 
wanted to see what information could be gathered without 
industry education. 

It might be well to mention at this time that we de- 
veloped a small low-cost unit for the serving of iced coffee 
especially at this convention. We used liquid coffee con- 
centrate prepared from instant coffee. 

Of the first 25 people who visited our booth we asked 
the question: “How do you make iced coffee?’ Twenty- 
three said they made it using left-over coffee; the other two 
None of those 
which isn’t 


drew the coffee from the urn over the ice. 
interviewed in this group cared for iced coffee 
surprising. 

During the convention we would spot check for re- 
actions to the same question and the great majority gave the 
same answers. Some said they couldn't be bothered with 
it at all because there was no demand. To this we could say, 
“Out of sight, out of mind.” Generally, though, we found 
iced coffee was not made properly or given any favorable 
consideration as a plus item in their operations—because 
THEY PERSONALLY DID NOT LIKE ICED COFFEE. 

In arriving at the conclusion just mentioned, in all fair- 
ness it is logical to assume that of those people contacted, 
most of them were local or from the immediate Midwestern 
part of the country. 

We have already attended many restaurant conventions 
this year, and also the Catholic Hospital Convention in Cleve- 
land this spring. 

Iced coffee was served during the entire Catholic Hospital 
Convention. We were very pleased with the number of 
people who came to our booth for iced coffee. They had 
heard it was something better than they had tasted before, 
and wanted a chance to try it. They just could not believe 
that iced coffee could have so much full-bodied flavor and 
be made so easily. (We used our Model 3-A E-Z Way 
Coffeemaker with liquid coffee concentrate.) 

One sister said she had eaten dinner at five different 
“name places” during her Cleveland visit, and only in one- 
and that in one of the hotels—was she able to get iced coffee, 
and then the waitress became very indignant because she 
was too busy to take time out to make it. Another sister 
said she had been to three places and finally settled for 
iced tea. 

A recent trip was made to New York City and New Eng- 
Field 


INDUSTRIES and The Flavor F 





land in the interest of iced coffee and the application of our 
equipment for the making of iced coffee. 

It was an eye-opener to see the acceptance and volume of 
iced coffee sold and consumed. Iced coffee was on every 
menu. The price? In practically every instance, the price 
was higher, and on investigating we learned that the profit 
on iced coffee was much better, than for hot coffee. In 
many cases it cost a little more to make the iced product, but 
as a whole the percentage of profit was most favorable. 

How were they making iced coffee? In this section of the 
country we did not find nearly as many using old or left- 
over coffee for the iced beverage as in the midwest. They 
were aware of the fact that this did not make the most de- 
sirable beverage, and therefore were more concerned with 
making a better drink. Several said that after an urn of 
coffee was made, they would draw off as much as they figured 
they would need for a meal and then allow the coffee to 
cool to room temperature before placing in the refriger- 
ator. Some made this coffee double strength, but most of 
them were just making the regular strength on the as- 
sumption that by allowing the coffee to reach room tempera- 
ture first, there would be little dilution from the melting 
of the ice. 

However in one large and well known restaurant with 
five dining rooms, we learned they drained all left-over 
coffee each night and poured it into ice-trays and froze it 
Then the next day they would place the ice 
They had 
no other equipment for making ice coffee and wanted to 
avoid the waste of throwing left-over coffee away. They 
One of the people 


into cubes. 
cubes in glasses and pour tap water as needed. 


were getting 25¢ per glass for this. 
there admitted they did not do too much business with iced 


coffee! 


Frankly, it has become quite obvious that before much can 
be done about improving sales of iced coffee to the volume 
the industry has a right to expect, a real educational pro- 
gram needs to be planned for the many people selling coffee 
to the consumers. There are too many coffee sales people 
who either know nothing about making iced coffee properly 
or don’t care. 

If your coffee sales personnel have the know-how, then 
you should put on a tremendous campaign to educate the 
restaurant owners and operators. 

We know many restaurant operators believe that their 
customers drive for miles to drink their coffee, but for most 
of them this is nothing but an egoistical illusion. We be- 
lieve coffee once made cannot be kept fresh for hours on 
end any more than soft boiled eggs can be kept soft boiled 
for hours after the initial three minutes of cooking. But 
how many people realize this? 

We can suggest this to restaurant operators: Treat coffee 
as a perishable product, which it is. Make it often. Pub- 
They will become more conscious 


licize it to your patrons. 
People don't 


of the flavor, and your volume will grow. 
mind paying for something that is GOOD. 


Utah restaurateurs raise price 
of solo cup of coffee to 15¢ 
A cup of coffee, taken alone, now costs 15¢ in many 


Utah restaurants. 

At least, that’s what the Utah State Restaurant Associa- 
tion asked its members to charge. 

With a sandwich. pre or other food. the coffee will 
remain at 10¢. 

President Ted Speros said increased operating costs 
made the decision necessary. 
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Coffee a $2.5 billion 
industry in U. S., 
Capeheart tells Senate 


“Taken as a whole, the coffee industry within the U. 
is a $2.5 billion industry.” 

This fact was put before the U. S. Senate last month by 
Senator Homer E, Capehart, named by President Eisenhower 
as an official observer to the Economic Conference of the 
Organization of American States. 

Senator Capehart outlined his views before going to the 
OAS conference. 

“No one advocates artificial prices for coffee,” the Sena- 
“Certainly not the intelligent producers of the 
product. They realize the adverse reaction which follows 
such developments. But harmfully low prices for Latin 
America’s principal product must have repercussions which 
extend far beyond the coffee market.” 

“It still surprises many people to learn that coffee is the 
U. S.’s largest single import. For the past five years, it has 
averaged $1.4 billion annually. Taken as a whole, the 
coffee industry within the U. S. is a $2.5 billion business. 

“Transportation of coffee by rail, ship and truck is a big 
business by itself. Add to that the millions of vacuum 
tins and glass containers and bags used to package the 
product. Roasting equipment is a heavy investment, and 
annual expenditures for new or replacement equipment is 
estimated at $60,000,000. Thousands of salesmen are 
employed and millions of dollars are spent in advertising 
the beverage. Over half a million public eating establish- 
ments depend upon coffee for part of their profit.” 


tor said. 


In the 14 countries of Latin America, it is estimated that 
140,000,000 people are directly or indirectly dependent upon 
coffee for their livelihood, the Senator added. 

“It is this extreme importance that coffee plays in the 
economic life of Latin America which accounts for the 
Latin’s sensitivity when the price of the green bean becomes a 
political commodity, as it has at times in the past in the 
U.S.,” he said. “Bearing in mind that some 40%, year 
in and year out, of that area’s dollar earnings comes from 
this one commodity, the reaction is perhaps understandable.” 

“Latin Americans want the products of U. S. industries 
and factories. In turn the U. S. businessman and worker 
is interested in producing and selling goods. Coffee brings 
to the people of Latin America U. S. dollars which in turn 
are spent in the U.S.” 


Milk people try to edge in on 
“Coffee now, or later?” standby 

The American Dairy Association is trying to edge into 
the “Coffee now, or later?” query by waiters which is 
standard in United States restaurants. 

In a full page advertisement for the restaurant trade, 
ADA suggests this question: “Milk with your meal 
and coffee later?” The first part of that query is head- 
lined, with the coffee part in a decidedly minor size. 

“Here's a simple idea to help you sell two beverages 
instead of one,’ ADA tells the restaurateurs. “Ring up 
two beverage profits instead of one.” 

The association also suggests that the ad page itself 
be tacked on bulletin boards where restaurant personnel 
will see it. 

“Remind them tips will be bigger, too,’ "ADA states. 
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“Mark my word” 


By MARK HALL 


The good old law 


of supply and demand 


The only place where the law of supply and de- 
mand does not work is in the human brain. 

You may have a string of coffee statistics as long 
as the Atlantic cable, and charts with black, red and 
green lines which look like an east-west path over 
the Andes Mountains. Maybe these lines all con- 
verge at a point which means a big profit to you, 
historically never failing to verify your diagnosis. 

You check your other authorities, and while they 
are stuck in the mud on both sides of the fence, 
they are always ready to state with the authority of 
a prophet, that prices at your time of destiny will 
be at the high point or at the low point. Of course, 
most anybody could tell you that, but only an analyst 
could give you proof of his statement. 

When you have it all figured out that coffee prices 
will go up, and in your imagination begin totaling 
up your profits, more people suddenly decide that 
prices will go down. As cold figures can’t buck 
warm emotions, you lose. 

It could be fear that makes people sell, or just 
indigestion. A politician’s suppressed childhood 
emotions could be just as devastating to your sta- 
tistics. 

But after emotions dry up, and the politicians 
run out of answers, the good old law of supply 
and demand will take over and run things. 











Coffee becomes top Mexican export 


in first quarter of current year 


Coffee captured top place in exports for the first time 
in Mexican history, during the first quarter of this year, 
the National Foreign Trade Bank announced. Cotton 
had long been Mexico’s prime export. This is reported by 
Douglas Grahame, Mexico City correspondent of Coffee & 
Tea Industries. 


Coffee exports so far in the 1956-57 argricultural sea- 
son brought Mexico nearly 1,500 million pesos ($120,- 
000,000) as 1,400,000 bags were shipped abroad, 200,000 
more than during the 1955-56 season, announced Miguel 
Angel Cordera, president of the National Coffee Com- 
mission. 

Only 10% 
revealed. 

The Coatapec zone, Vera Cruz State, was Mexico's 
top coffee producing area during the 1956-57 season, 
with an output of 20,247 metric tons. 


of the current crop remains unsold, he 
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The new Eppens, Smith plant at Secaucus, N. J., (left) and a bank 
of roasters in the one-floor assembly line roasting plant. 


New Eppens, Smith plant uses one-floor 


assembly line system for coffee, tea 


The 102-year old Eppens, Smith Co., Inc., young in heart 
and forward looking, has opened a modern one-story plant 
at Secaucus, N. J. 

The 60,000 square foot building, situated on four acres, 
features an assembly line system by which the entire pro- 
cessing operation is handled on one floor. 

Green coffee and bulk tea are received at one end of 
the building. Packing and roasting facilities are located 
in the center of the building, with shipping and loading 
facilities at the far end of the structure. 

According to Frank Hodson, president, ‘This ‘L’-type 
operation was found to be the most efficient. Coffee and 
tea can be packed with a minimum of handling and a 
maximum of speed.” 

Transportation facilities were an important factor in 
selecting the Secaucus site. The new plant is only one- 
quarter mile from the New Jersey Turnpike and eight 
minutes from the Lincoln Tunnel. The Erie Railroad de- 
pot is also within easy hailing distance. In addition, many 
nearby trucking firms are available for extra transportation. 

The new building is sleek and colorful, with burnt- 
orange, iron-spot brick and painted concrete blending taste- 
fully in the design. 

The interior is light and airy. 
latest in fluorescent lighting, quiet pastel background colors 
on interior walls, colored inlaid floors and air conditioning 
make the offices a pleasant place to work. 

Departments are consolidated for rapid communication, 


Numerous windows, the 


yet separated for privacy. 
The coffee and tea testing section is centrally located, 


| in the main office area. Test samples are convenient. Here, 


too, there is ample elbow room. 

The offices of the executives are located on the perimeter 
of the departments. Each is partitioned, maintaining the 
feeling of privacy. 

For company meetings, a conference room is available, 
complete with table and comfortable chairs and couch. 

Two employee lunchrooms are fully equipped, Rest 
rooms are also available, as is a men’s locker room. 

A modern and progressive company, Eppens, Smith has 
a distinguished past. During its 102-year history, the com- 
pany has pioneered a number of innovations in the trade. 
The firm was the first to use the present taste-free tea bag 
paper for packaging individual portions of the beverage. 
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Today the company provides a comprehensive service for 
the tea trade, and is one of the leading packers of tea bags 
in the country, as well as a distributor of a large volume of 
bulk tea. 

Coffee plays the major share in the Eppens, Smith picture. 
Aside from supplying top quality coffee to the American 
wholesale markets, the firm packs under private labels as 
well as under familiar brand names. 

The company’s most popular brands are Holland House 
Coffee and Tea and Pride of Kildare and Challenge Tea. 

Officers of Eppens, Smith Co., Inc., include Frank Hod- 
son, president; Victor Hugo, vice president and director of 
sales and advertising; Fred Bade, vice president in charge of 
coffee purchasing; Edward Fletcher, treasurer and secretary. 

Although Eppens, Smith has rounded out more than a 
century of service to the American coffee and tea industry, 
the company is continuing to pioneer in progressive tech- 
niques. The most notable example of this is its new Se- 
caucus plant. 


Manuel Mejia honored 
for 20 years as manager 
of Coffee Growers Federation 


A testimonial dinner in Bogota last month honored 
Manuel Mejia, who is completing 20 years as manager of 
the National Federation of Coffee Growers of Colombia. 

The Pan-American Coffee Bureau was represented at the 
dinner by Andres Uribe, representative in the United States 
of the Colombian organization. 

Mr. Uribe presented to Mr. Mejia an engraved silver 
plaque hailing the Federation manager's “20th anniversary 
of invaluable and fruitful work on behalf of the world 
coffee industry.” 

Colombia is a founding member of PACB, which is also 
celebrating its 20th anniversary this year. During its early 
years, Mr. Mejia served as Colombian representative on 
PACB’s board of directors. 

In a report to the National Coffee Congress in Bogota, 
the Federation said that its intervention in the coffee market 
“has not only brought benefits to the Colombian producers 
but to the coffee industry of other countries as well, particu- 
larly to the producers of mild coffees, ard has contributed in 
large measure to the prestige which is today enjoyed by the 
Federation in all world markets.” 

Particularly since the advent of the Inter-American Coffee 
Agreement in November 1940, the Federation nas been 
exerting a permanent role by intervening in the market, 
the report declared, This was based on purchases from pro- 
ducers and exports at uniform prices fixed in advance, with 
the aim to neutralize—as far as possible—any unjustified 
price variations. This program, the report said, is aimed 
at protecting both the producer and the interests of the 
country, the latter being intimately tied to the prices of 
Colombian coffees. 

Among the data collected by the Federation from reliable 
sources, and influencing its purchase and sale program, the 
report said, are the following: prospects for Central Ameri- 
can and other coffee crops; the flowering of the Brazilian 
crops and, consequently, the probable volume of production; 
the volume of coffee existing in various countries, and par- 
ticularly the American nations; the development of transac- 
tions on the New York Exchange; the volume of stocks held 
by American roasters. 
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H. L. C. BENDIKS, INC. 


NEW YORK 
96 Front Street 
SAN FRANCISCO NEW ORLEANS 
40 California St. 225 Magazine St. 


IMPORTERS - JOBBERS 


COFFEE - TEA 


N. V. KOFFIE HANDELMY 
MATAGALPA 


P. 0. BOX 631 
AMSTERDAM, C, HOLLAND 





Because it has more flavor to give 
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S.A. SCHONBRUNN & Co., Inc. - 77 Water Street, New York, N.Y. 
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Leon Israel & Bros., Inc. 
Coffee Importers 


NEW YORK 
101 FRONT ST. 
NEW ORLEANS 
300 MAGAZINE ST. 


SAN FRANCISCO 
160 CALIFORNIA ST. 


AGENTS FOR 


LEON ISRAEL AGRICOLA E EXPORTADORA S/A 
(BRAZIL) 


Coffee Planters & Exporters 


SANTOS @ RIO DE JANEIRO 
PARANAGUA @ ANGRA DOS REIS 


General Agents for Europe 


ISRAEL (LONDON) LTD. 
110 Cannon St., London E.C. 4, England 




















It's New! 
It's Hot! 


LILIPUT 
IMMERSION 
HEATER 


The ideal immersion heater for home, travel 
or office! Complete with extra long cord — 
plug in to any electrical socket and PRESTO! 
Liquid heats in TWO MINUTES! 
Use for: 
SHAVING, HEATING BABY’S BOTTLE, MAKING 
COFFEE OR TEA, CONVENIENT COFFEE-MAKER 
WHEN TRAVELLING, BOILING EGGS, HEATING SOUP, 
HEATING FRANKFURTERS! 


Excellent premium item—or self liquidator! 


Write for complete details and catalog of our line 
of premiums and Christmas gifts 


United Cutlery & Hdwe. Prod. Co. 


108 East 16th Street 
New York 3, N. Y. GRamercy 3-7745-6-7 
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Coffee roastings for solubles 
show rise in first half of 1957; 
total roastings down slightly 


While total roastings in the first half of 1957 were 
somewhat below their year-ago level, roastings for soluble 
use—at 1,735,000 bags—continued to increase, according 
to a report by Robert W. Burgess, director of the Bureau of 
the Census, Department of Commerce. 

First half 1957 roastings for soluble coffee increased 6% 
over the 1,641,000 bags used in second half of 1956 and 
were 9% higher than the 1,593,000 bags roasted for soluble 
coffee in the first half of 1956, 

The proportion of roastings for soluble use to total 
roastings was 16.9% in the first half of 1957, as compared 
with 16.8% in the second half of 1956, 15.2% in the first 
half of 1956, and 12.3% in 1955. 

Total roastings in the first half of 1957 amounted to 
10,244,000 bags, compared to 10,475,000 in the first half 
of 1956 and 9,788,000 in the second half. 

Imports of green coffee amounted to 10,400,000 bags 
during the first half of 1957, an increase of 5% over sec- 
ond half 1956 but a drop of 7% from first half 1956 im- 
ports of 11,200,000 bags. 

Inventories of green coffee in the United States on June 
30th, 1957, totaled 2,900,000 bags, an increase of 249,000 
bags over stocks on hand June 30th, 1956. The June 30th, 
1957 stocks were down 566,000 bags from the March 31st, 
1957, level of 3,400,000 bags—the largest green coffee in- 
ventory reported in this survey in recent years. 


Dexter Smith named v. p. of Bowen Engineering 

Dexter A. Smith has been elected a vice president of 
Bowen Engineering, Inc., by the board of directors, it 
was announced by Ralph T. Reeve, president. 

Mr. Smith, a graduate of Purdue University, holds B.S. 
and M.S. degrees in chemical engineering. 

He was employed by Jos. E. Seagram & Sons in the re- 
search and production departments until 1942, when, he 
joined the Swenson Evaporator Co. In 1950 he advanced 
to become manager of the Swenson spray drying department. 

Mr. Smith is a member of the American Institute of 
Chemical Engineers and served as chairman of the Chicago 
section for two years. He holds a professional engineer's 
license in the state of Illinois. 

The election of Mr. Smith is an important step in the 
expansion program in the engineering and research depart- 
ments of Bowen Engineering, Inc., aimed at making 
Bowen the largest spray dryer manufacturer in the world. 

Mr. Smith will live in Pittstown, N. J. He is married 
and has two children. 


Woolson Spice plans 75th anniversary drive 

The Woolson Spice Co., Toledo, will lanuch an inten- 
sive sales promotion drive on its coffee, tea and spice lines 
this fall, in connection with the firm’s 75th anniversary, 
N. L. Schmid, president has announced. 

Woolson has coffee roasting plants in Brooklyn and 
Toledo, and owns and operates a subsidiary, the Jas, H. 
Forbes Tea and Coffee Corp., St. Louis. 
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Ports and dates are subject to change, 


should exigencies require. Moreover, lines 
may schedule sailings not shown in this 
schedule. 


Abbreviations for lines 
Ahl Trans Car—Ahlmann Trans Carib- 
bean Line 
Alcoa—Alcoa Steamship Co. 
Am-Exp—American Export Lines 
Am-Pres—American President Lines 
Arg-State—Argentine State Line 
Am-W Afr—American-West African Line 
B-Afr—Belgian African Line 
Barb-Wn—Barber Wilhelmsen Line 
Barb-Frn—Barber-Fern Line 
Barb-W’ Afr—Barber-W est African Line 
Brodin—Brodin Line 
Col—Columbus Line 
Cunard—Brocklebanks’ Cunard Service 
Delta—Delta Line 
Dodero—Dodero Lines 
Dreyfus—Dreyfus Lines 
Ell-Buck—Ellerman & Bucknell §.S. Co. 
Farrell—Farell Lines 
Grace—Grace Line 
Granco—Transportadora Gran 
Colombiana, Ltda. 
Gulf—Gulf & South American Steamship 
Co., Ine. 
Hellenic—Hellenic Lines Ltd 


SAILS SHIP 


ABIDJAN 


10/1 Del Mundo N010/17 
10/19 Del Campo NO11/5 
10/29 Deli Santos NO11/14 
11/20 Del Sol N012/7 


ACAJUTLA 


9/11 Lily Nielsen UFruit Cr?9/16 NO09/22 
9/19 Copan UFruit Cr?9/24 NY10/1 


AMAPALA 


9/20 Copan UFruit Cr?9/24 NY10/1 


BARRANQUILLA 


9/10 Santa Teresa Grace NY9/18 Pa9/21 
9/10 Byfjord UFruit NY9/23 


Ship sailings 


A SUMMARY OF INWARD - BOUND SCHEDULES ON THE COFFEE AND TEA BERTHS 


Hol-Int—Holland-Interamerica Line 
Independence—Independence Line 
Isthmian—Isthmian Lines, Inc. 
JavPac—Java-Pacific Line 
Lamp-Ho—Lamport & Holt Line, Ltd. 
Lloyd—Lloyd Brasileiro 

Lyke j— Lykes Lines 

Maersk—Maersk Line 

Mam—Mamenic Line 
Mormac—Moore-McCormack Lines, Int 
Nedlloyd—Nedlloyd Line 
Nopal—Northern Pan-American Line 
Norton—Norton Line 

PAB—Pacific Argentine Brazil Line 
PacFar—Pacific Far East Line, Inc. 
PacTrans—Pacific Transport Lines, Inc. 
Pioneer—American Pioneer Line 
Prince—Prince Line, Ltd. 

PTL—Pacific Transport Lines, Inc. 


R Neth—Royal Netherland Steamship Co. 


Robin—Robin Line 

Royal Inter—Royal Interocean Lines 
SCross—Southern Cross Line 
Sprague—S prague Steamship Line 
Swed-Am—Swedish American Line 


Abbreviations for ports 


At—Allantic ports 
Ba—Baltimore 

Bo Bo s[on 
CC—Corpus Christi 
Ch—Chicago 
Chsn—Charleston 
Cl—Cleveland 
De—Detroit 
Ga—Galveston 
Gf—Gulf ports 
Ha—Healifax 
Ho—Hou ston 
HR—Hampton Roads 
|x—Jacksonville 
LA—Los Angeles 
M!l—Montreal 
Mo—Mobile 
NO—New Orleans 
NY—New York 
Nf—Norfolk 
NN—Newport News 
Pa—Philadelphia 
Po—Portland 
PS—Puget Sound 
Sa—Savannah 
$D—San Diego 


Torm—Torm Lines 
UFruit—United Fruit Co. 


W es-Lar—W estfal Larsen Co. Line 


Yamashita—Y amashita Line 


COFFEE BERTHS 


SAILS SHIP 


9/20 Leon 
9/22 Christiane 
9/26 Cubahama 
9/27 La Playa 
9/28 Jersbek 
10/4 Iriona 
10/6 Candida 
10/11 La Playa 
10/18 Leon 


LINE 


UFruit 
UF nit 
UF ruit 
UFruit 
UFruit 
UFruit 
UFruit 
UFruit 
UFruit 


BUENAVENTURA 


9/10 Manizales 
9/10 Santa Luisa 
9/10 Merchant 
9/15 Sta. Marta 
9/17 Santa Isabel 
9/18 Santa Anita 
9/19 Shipper 
9/19 thague 


9/11 Kirsten Torm Granco Ba9/18 Pa9/20 NY9/22 9/24 Santa Cecilia 


9/14 Yucatan UFruit N09/25 
9/14 Santa Anita Grace 
9/16 Lovland UFruit NY9/30 

9/17 Santa Catalina Grace NY9/25 Ba9/28 
9/24 Santa Ana Grace NY10/2 Pal0/5 
9/24 Cape Ann UFruit NY10/5 

9/24 Orotava UFruit N010/3 

9/30 Marna UFruit NY10/12 


BARRIOS 


9/13 La Playa UFruit N09/17 
9/14 Catherine SartoriUFruit NY9/21 
9/16 Cubahama UFruit 09/20 
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LA10/8 SF10/10 PS10/16 


9/26 Popayan 


CARTAGENA 


9/14 Santa Paula 
9/21 Santa Rosa 


CORTES 


9/14 Cubahama 
9/16 Leon 
9/17 Christiane 
9/23 La Playa 


Granco 
Grace 
Guif 
Granco 
Grace 
Grace 
Gulf 
Granco 
Grace 
Granco 


9/28 High Pt. Victory Gulf 


Grace 
Grace 


UFruit 
UFruit 
UF ruit 
UF ruit 


SF—San Francisco 
Se—Seattle 

St Jo—Saint John 
Ta—Tacoma 
Va—V ancouver 


N09/24 
NY9/29 
Ho9/30 
N010/1 
NY10/5 
N010/8 
NY10/13 
NO10/15 
N010/22 


Pa9/18 Ba9/19 NY9/20 
NY9/17 

Ho9/22 N09/24 
Ho9/23 N09/25 
NY9/24 

LA10/8 SF10/10 Pal0/16 
Ho9/30 Nol0/3 

Pa9/26 Ba9/27 NY9/28 
NY10/1 

Hol0/8 NO10/11 
Hol0/8 NO10/11 


NY9/18 
NY9/25 


Ho9/20 
N09/24 
NY9/29 
NO010/1 





SAILS SHIP LINE SAILS SHIP LINE 


Jersbek UFruit NY10/5 9/14 Byfjord UF nuit NY9/23 

lriona UFruit N010/8 9/19 Yucatan UFruit N09/25 
Candida UFruit NY10/13 9/21 Loviand UFruit NY9/30 

La Playa UFruit N010/15 9/28 Cape Ann UFruit NY10/5 

10/14 Leon UFruit N010/22 9/28 Orotava UFruit N010/3 
10/4 Marna UF ruit NY10/12 


CRISTOBAL 

9/16 Lily Nielsen UF ruit LOBITO 

9/24 Copan UFruit 9/10 Lufira B-Afr NY9/29 
9/22 Lindi B-Afr NY10/12 
10/2 Afr Pitot Farrell NY10/28 

DAR «9 SALAAM 10/8 Afr Pilgrim Farrell NY11/7 

9/12 Lombok Nedlloyd NY10/15 LA11/2 SF11/6 Poll/12 Sell/16 10/14 Ferngrove Am-W Afr USA 11/15 

Vall/18 10/25 Afr Grove Farrell NY11/20 
9/23 Harry Culbreath Lykes Gulf 10/27 


10/1 Afr Dawn Farrell NY10/30 
10/13 Sarangan Nediloyd NY11/15 LA12/2 SF12/6 Pol2/12 Sel2/16 LUANDA 


Val2/18 = 9/15 Lindi B-Afr NY10/13 
10/27 Afr Star Farrell NY11/27 9/21 Del Mundo Delta N010/17 
11/18 Lawak Nedlloyd NY12/21 LAl1/8S SF1/12 Pol2/18 Sel2/22 9 Afr Pilot Farrel! NY10/28 
Val2/24 Afr Pilgrim Farrell NY11/7 
Del Campo Delta NO11/5 
GUAYAQUIL Ferngrove Am-W Afr USA 11/15 
Del Santos Delta NO11/14 
9/12 Sta Marta Granco Ho9/23 NO09/25 Afr Grove Farrell NY11/20 
9/16 Ibague Granco Pa9/26 Ba9/27 NY9/28 Del Sol Delta N012/7 
9/23 Popayan Granco Hol0/8 NO10/11 
MARACAIBO 
LA LIBERTAD 
9/14 Santa Ciara Grace Ba9/23 NY9/25 
9/10 Lily Nielsen UFruit Cr? 9/16 NO9/22 9/21 Santa Monica Grace Pa9/30 NY10/2 
9/18 Copan UFruit Cr? 9/24 NY10/1 


MATADI 
LA UNION 
9/14 Lufira B-Afr NY9/29 


9/17 Copan UFruit Cr? 9/24 NY10/1 9/19 Del Mundo Delta USA 11/15 
9/27 Lindi B-Afr NY10/12 

LIMON 10/1 Afr Pilgrim Farrel! NY11/7 
10/4 Afr Pilot Farrell NY10/28 


9/14 Vera Cruz UFruit 10/6 Steenstraete B-Afr NY10/21 


TO NEW ORLEANS AND OTHER 
U. S. GULF PORTS...FROM 


The Se } 
Coffee rARANACUA, aa 


RIO DE JANEIRO, VICTORIA 


. Regular weekly sailings 
ine | _ WEST 











ANGOLA, 

BELGIAN CONGO, 
CAMEROONS, IVORY COAST, 
AND LIBERIA 


Direct regular service 


+ 
Vella Loue NEW YORK — CHICAGO 
WASHINGTON — ST. LOUIS 


MISSISSIPPL SHIPPING (O., INC, NEW ORLEANS 
RIO DE JANEIRO: DELTA LINE, INC. SANTOS: DELTA LINE, INC. 
Rua Visconde Inhauma 134 Rua 15 de Novembre 176-178 


AGENTS: ABIDJAN & DOUALA LUANDA & LOBITO 
Union Maritime et Commerciale Sociedade Lusco-Americana, Ltda, 
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Nieuwe Afrikaansche Handels Vennootschap 
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SAILS SHIP LINE DUE 
10/8 Del Campo Delta NO11/5 

10/9 Ferngrove Am-W Afr USA 11/15 

10/16 Del Santos Delta NO11/14 

10/27 Afr Grove Farrell NY11/20 
11/7 Del Sol Delta N0O12/7 


The Northern Pan-America Line A/S 


MOMBASA Oslo 


9/12 Lombok Nediloyd NY10/15 LA11/2 SF11/6 Poll/12 Sell/16 ‘ 
vall/18 Regular Service 


9/21 Afr Dawn Farrell NY10/30 

9/30 Harry Culbreath Lykes Gulf 10/27 ° ° 

10/13 Sarangan Nediloyd NY11/15 LA12/2 SF12/6 Pol2/12 Sel2/16 Fast Norwegian Motorships 
Val2/18 


10/17 Afr Star Farrell NY11/27 Coffee Service 


11/30 Lawak Nediloyd NY12/21 LA1/8 SF1/12 Pol/18 Sel/22 Val/24 
Brazil/U. S. Gulf 
PARANAGUA 


Paranagua Lioyd NY10/1 

Alpherat Hol-int NY9/29 Bol0/1 Pal0/3 Bal0/4 HR10/5 
Mormacyork Mormac Jx9/28 NY10/2 Bol0/5 Pal0/7 Bal0/8 Nf10/10 
Ravnanger Wes-Lar LA10/17 SF10/20 Pol0/27 Se10/29 val0/30 General Agents 
Trader Nopal N09/29 Hol0/2 
Santa Rita Col NY10/3 Oivind Lorentzen, Inc. 

Del Alba Delta NO10/5 Hol0/10 21 West Street, New York 6, N.Y. 
Rio de Janeiro Stockard NY10/4 Bol0/8 Pal0/10 Bal0/12 WhHitehall 3-1572 
Mormacswan Mormac Bal0/5 Pal0/7 NY10/8 Bol0/11 MI10/15 
Itajai Brodin Bal0/6 NY10/8 Pal0/10 8010/12 MI10/16 New Orleans—Bieh| & Co., Inc., Sanlin Bldg. 
Panama Lloyd NY10/12 
Guatemala Lloyd Nol0/10 Hol0/15 Houston—Biehl & Co., Cotton Exchange Bldg. 


Del Oro Delta N010/13 Hol10/18 
Mormacsea Mormac Jal0/13 NY10/17 Bol0/20 Pal0/22 Bal0/24 Chicago—F. C. MacFarlane, 2520 Bankers Bldg. 


wtae/25 Detroit—F. C. MacFarlane, 945 Free Press Bldg. 
Mormacisle Mormac LA10/27 SF10/29 Vall/2 Sell/10 Poll/13 
Progress Nopal N010/15 Hol0/18 Santos/Rio—Agencia de Vapores Grieg S/A 
Mormachawk Mormac NY10/17 Bol0/21 Pal0/23 Bal0/25 
America Lloyd NY10/22 Paranagua—tTransparana Ltda. 
Alphacca Hol-int NY10/20 Bol0/22 Pal0/24 Bal0/25 HR10/26 
Buenos Aires Stockard NY10/20 Bol0/23 Pal0/25 Bal0/27 
Mormacmail Mormac NY10/21 Bol0/24 Pal0/26 Bal0/28 
Hardanger Wes-Lar LA11/4 SF11/7 Poll/15 Sell/17 Vall/18 
Del Viento Delta N010/26 Hol0/31 
Mormacdove Mormac Jxl10/27 Bal0/31 Pall/2 NY11/4 Boll/7 Mi11/11 
Mormacdawn Mormac LA11/11 SF11/14 Vall/18 Sell/24 Poll/27 


Nicaragua Lloyd NY11/2 f FOR 


Peter Jebsen Nopal NO11/2 Holl/6 

Del Aires Deita NO11/3 Holl/8 

Mormacsaga Mormac NY11/1 Boll/4 Pall/6 Ball/8 Nfl1/9 FAST DEPENDABLE DELIVERY 
Akkrumdyk Hol-Int NY11/1 Boll/3 Pall/6 Ball/7 HR11/8 P 
Del Valle Delta. NO11/6 Holl/11 . .. of your mild coffees 

Paraguai Lloyd = NY11/12 to United States markets ... rely on 
Onduras Lloyd NO11/10 Holl/15 

Santos Stockard NY11/10 Bol1/13 Pall/15 Ball/17 

Sate ala MOLLAT Holl UNITED FRUIT 
Domingos Lloyd NY11/22 

Montevideo Stockard NY11/20 Boll/23 Pall/25 Ball/27 


1. W. Winck — Nopal NO11/23 Holl/27 COMPANY 
RIO de JANEIRO A _ 
Del Norte Delta N09/25 Ho09/30 ‘teaamship Once, 


Rio Tunuyan Arg-State NY9/28 


Alpherat Hol-Int NY9/29 Bol0/1 Pal0/3 Bal0/4 HR10/5 Regular Sailings between 
Trader Nopal N09/29 Hol0/2 


Venezuela Lioyd NY10/1 GUATEMALA NICARAGUA 


Santa Rita Col NY10/3 Pal0/5 Bal0/7 Bol0/9 MI10/14 


De! Alba Delta NO10/5 Hol0/10 EL SALVADOR COSTA RICA 


Ravnanger Wes-Lar LA10/17 SF10/20 Pol0/27 Sel0/29 Val0/30 
Itajai Brodin Bal0/6 NY10/8 Pal0/10 Bol0/12 MI10/16 HONDURAS COLOMBIA 
Argentina Mormac NY10/7 d 
Mormacisle Mormac LA10/27 SF10/29 Vall/2 Sell/10 Poll/13 an 
Del Oro Deita NO10/13 Hol0/18 
ida ted | WYRO/I2 NEW YORK - NEW ORLEANS - HOUSTON 
Guatemala Lloyd N0O10/10 Hol0/15 
Mormacsea Mormac Jx10/13 NY10/17 Bol0/20 Pal0/22 Bal0/24 
Nf10/25 


Progress Nopal NO10/15 Hol0/18 
Del Sud Delta NO10/16 Hol0/21 NEW eed —— 
Rio de La Plata Arg-State NY10/19 Pier 3, North River Hie. 
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Buenos Aires—International Freighting Corporation, Inc. 








Alphacca Hol-Int NY10/20 Bol0/22 Pal0/24 Bal0/25 HR10/26 NEW ORLEANS: 
fiormacmail Mormac NY10/21 Bol0/24 Pal0/26 Bal0/28 321 St. Charles St. 
America Lioyd NY10/22 

Mormacdawn Mormac LA11/11 SF11/14 Vall/18 Sell/24 Poll/27 

Del Viento Delta NO10/26 Hol0/31 

Peter Jebsen Nopal NO11/2 Holl1/6 


SEPTEMBER, 1957 








| SAILS SHIP LINE 


10/16 Nicaragua Lloyd 
10/16 Brazil Mormac 
Del Aires Delta 
Akkrumdyk Ho}- Int 
Del Mar Delta Noll1/6 Holl/11 
Paraguai Lloyd NY11/12 
Santos Stockard NY11/10 Boll/13 Pall/15 Ball/17 
Onduras Lloyd NO11/10 Holl1/15 
Del Monte Delta NO11/17 Holl/22 
Montevideo Stockard NY11/20 Boll/23 Pall/25 Ball/27 
1.W. Winck Nopal NO11/23 Holl/27 
Domingos Lioyd NY11/22 
Del Norte Delta NO11/20 Holl1/25 


NY11/2 

NY10/28 

NO11/3 Holl/8 

NY11/1 Boll/3 Pall/6 Ball/7 HR11/8 


Regular Service 
From The Principal Brazilian Ports To: 
NEW YORK NEW ORLEANS 


Lloyd 
BRASILEIRO 


(Partrimonio Nacional) SANTOS 

Alpherat Hoi- int 

Del Norte Delta N09/25 Ho09/30 

Mormacyerk Mormac Jx9/28 NY10/2 Bol0/5 Pal0/7 Bal0/9 Nf10/10 

Rio Tunuyan Arg-State NY9/28 

Trader Nopal N09/29 Hol0/2 

Venezuela Lloyd NY10/1 

Santa Rita Col NY10/3 Pal0/5 Bal0/7 Bol0/9 MI10/14 

Mormacrey Mormac LA10/13 SF10/16 Val0/20 Sel0/27 Pol0/29 

Rio de Janeiro Stockard NY10/4 Bol0/8 Pal0/10 Bal0/12 

Del Alba Delta N010/5 Hol0/10 

Ravnanger Wes-Lar LA10/17 SF10/20 Pol0/27 Sel0/29 Val0/30 

Mormacswan Mormac Bal0/5 Pal0/5 NY10/8 Bol0/11 MI10/15 

Itajai Brodin Bal0/6 NL10/8 Pal0/10 Bol@/12 MI10/16 

Argentina Mormac NY10/7 

Del Oro Deita NO10/13 Hol0/18 

Panama Lloyd NY10/12 

Guatemala Lioyd NO10/10 Hol0/15 

Mormacsea Mormac Jxl0/13 NY10/17 Bol0/20 Pal0/22 Bal0/24 
Nf10/25 


NY9/25 Bol0/1 Pal0/3 Bal0/4 HR10/5 


Owned and operated exclusively by the 
Brazilian Government, LLOYD BRASIL- 
EIRO includes the American Line in its 
list of services vital to Brazil’s trade re- 
lations with the commercial centres of 
the world. The American Line maintains 
regular service from the principal Brazilian 
coffee ports to New York and New Or- 
leans, with facilities (as cargo offers) at 
Philadelphia, Baltimore, Norfolk, Jackson- 
ville and Houston. 


©ODWODOWOWODWDWOWOWY 





Bringing North and South America nearer each other. LLOYD 
BRASILEIRO makes the Good Neighbor a Close Neighbor. NO10/15 Ho10/18 
LA10/27 SF10/29 Vall/2 Sell/10 Poll/13 
Mormachawk Mormac NY10/17 Bol0/21 Pal0/23 Bal0/25 
Del Sud Delta N010/16 Hol0/21 
Buenos Aires Stockard NY10/20 Bol0/23 Pal0/25 Bal0/27 
Alphacca Hol-Int NY10/20 Bol0/22 Pal0/24 Bal0/25 HR10/26 
Rio de La Plata Arg-State NY10/19 
Mormacmail Mormac NY10/21 Bol0/24 Pal0/26 Bal0/28 
America Lioyd NY10/22 
Del Viento Delta N010/26 Hol0/31 
Hardanger Wes-Lar LA11/4 SF11/7 Poll/15 Sell/17 Vall1/18 
Mormacdove Mormac Jxl10/27 Bal0/31 Pall/2 NY11/4 Boll/7 
Peter Jebsen Nopal NO11/2 Holl/6 
Brazil Mormac NY10/28 
Mormacdawn Mormac LA11/11 SF11/14 Vall/18 Sell/24 Poll/27 
Nicaragua Lloyd NY11/2 
Del Aires Delta NO11/3 Holl/8 
10/17 Akkrumdyk Hol-Int NY11/1 Boll/3 Pall/6 Ball/7 HR11/8 
10/17 Mormacsaga Mormac NY11/1 Boll/4 Pall/6 Ball/8 Nfll1/9 
10/23 Del Mar Defta NO11/6 Holl/11 
10/24 Santos Stockard NY11/10 Bol1/13 Pall/15 Ball/17 
10/25 Paraguai Lloyd NY11/12 
10/25 Onduras Lloyd NO11/10 Holl/15 
10/30 Del Monte Delta NO11/17 Holl1/22 
11/3 Montevideo Stockard NY11/20 Boll1/23 Pall/25 Ball/27 
11/5 Domingos Lioyd NY11/22 
11/5 1.W. Winck Nopal NO11/23 Holl1/27 


Gulf & South American Steamship Co. 2% eevee eta wonn/20 woir/25 
serving the West Coast of South America 


Progress Nopal 


Mormacisle Mormac 








NEW ORLEANS 
305 Board of Trade Bldg. 


NEW YORK 
17 Battery Place 











TAMPICO 


An American-Flag Freighter every 
ten days. Fast, efficient schedules from 
Gulf Ports. Expert Cargo Handling. 


Limited Passenger Accommodations. 


620 GRAVIER STREET, NEW ORLEANS, LA. 


In Other Cities Contact Grace or Lykes 


9/21 Rydboholm 
10/5 Uddeholm 
10/21 Sparreholm 


TANGA 
9/13 Lombok 


9/26 Afr Dawn 
10/14 Sarrangan 


10/22 Afr Star 
11/19 Lawak 


VICTORIA 


9/13 Del Norte 
| 9/20 Det Alba 
| 9/27 Guatemala 
| 9/28 Del Oro 





COFFEE & TEA 


Swed-Am MI10/4 
Swed-Am M110/18 
Swed-Am Mi11/1 


Nediloyd NY10/15 LA11/2 SF11/6 Poll/12 Sell/16 
Vall1/18 


NY10/30 
NY11/15 LA12/2 SF12/6 Pol2/12 Sel2/16 
Val2/18 


Farrell 
Nedlloyd 


Farrell NY11/7 
Nediloyd NY12/21 LA1/8 SF1/12 Pol/18 Sel/22 Val/24 


Delta NO9/25 Ho9/30 

Delta NO10/5 Hol0/10 
Lioyd NO10/10 Hol0/15 
Delta N010/13 Ho10/18 


INDUSTRIES and The Field 


Flavor 





SHIP DUE 


N0O10/26 Hol0/31 
NO11/3 Holl/8 
NO11/6 Holl/11 
NO11/11 Holl/15 
NO11/20 Holl/25 


SAILS 


10/11 Del Viento 
10/19 Del Aires 
10/23 Del Valle 
10/27 Onduras 

11/2 Del Monte 


TEA BERTHS 
CALCUTTA 


Exemplar 
City Winnipeg 
City Bath 
Stee! Surveyor 
/ Excelsior 
10/23 Explorer 
11/10 Exchequer 


Bol0/27 NY10/29 

Norton StJoll1/4 Mi11/8 

Norton 6Boll/12 NY11/13 Pall/15 Nfll1/17 Ball/19 
Isthmian NO11/15 

Am-Exp Boll/13 NY11/15 

Am-Exp Boll/27 NY11/29 

Am-Exp Bol2/15 NY12/17 


Am- Exp 


COCHIN 


Stee! Scientist Isthmian Bol0/13 NY10/15 

Monroe Am-Pres NY10/26 Ball/1 HR11/3 SF11/22 

LoneStarMariner Am-Pres NY11/4 Boll/11 Ball/14 HR11/16 LA12/1 

SF12/4 

Isthmian Bol0/24 NY10/25 

NY11/3 

Bol0/27 NY10/29 

NY11/19 Boll/26 Ball/29 HR12/1 LA12/16 
SF12/19 


Steel Admiral 
Silverspray Kerr 

Exemplar Am- Exp 
Hayes Am- Pres 


Steel Fabricator Isthmian Boll/9 NY11/10 

Excelsior Am-Exp Boll/13 NY11/15 

Coolidge Am-Pres NY12/3 Bol2/10 Bal2/13 HR12/15 LA12/30 

SF1/3 

Am-Exp Boll/27 NY11/29 

Isthmian Boll/26 NY11/27 

Isthmian Bol2/8 NY12/9 

Am-Exp Bol2/15 NY12/17 

Isthmian Bol2/24 NY12/25 


Exp'orer 

Steel Architect 
Stee! Worker 
Exchequer 
Steel Chemist 


COLOMBO 


9/13 Mahseer 
9/17 Monroe 


Cunard Bol0/10 NY10/12 Pal0/19 Nf10/21 Bal0/23 

Am-Pres NY10/26 Ball/1 HR11/3 SF11/22 

9/18 Steel Scientist Isthmian Bol0/13 NY10/15 

9/20 Peter Maersk NY10/20 MI11/21 

9/27 LoneStarMariner Am-Pres NY11/4 Boll/11 Ball/14 HR11/16 Lal2/1 
SF12/4 

9/29 Si'verspray Kerr NY11/3 

9/29 Steel Admiral Isthmian Bol0/24 NY10/25 

9/29 Exemplar Am-Exp Bol0/27 NY10/29 

10/8 Lars Maersk NY11/7 MI11/21 

10/12 Hayes Am-Pres NY11/19 Boll/26 Ball/29 HR12/1 LA12/16 
$F12/19 

10/15 Steel Fabricator Isthmian Boll1/9 NY11/10 

10/16 Excelsior Am-Exp Boll/13 NY11/15 

10/20 Olga Maersk NY11/19 Hal2/3 

10/26 Coolidge Am-Pres NY12/3 Bol2/10 Bal2/13 HR12/15 LA12/30 

SF1/3 

10/28 Explorer Am-Exp Boll/27 NY11/29 

11/3 Steel Architect Isthmian Boll/26 NY11/27 

11/7 Luna Maersk NY12/7 Hal2/18 

11/13 Polk Am-Pres NY12/22 Bal2/27 HR12/29 SF1/18 

11/16 Exchequer Am-Exp Bol2/15 NY12/17 

11/16 Steel Worker Isthmian Bol2/8 NY12/9 

11/21 A vessel Maersk NY12/20 Hal/3 

12/1 Steel Chemist Isthmian BI12/24 NY12/25 

12/7 Leda Maersk NY1/1 Hal/14 


DJAKARTA 


9/10 McKinley Am-Pres LA10/24 NY11/9 Ball/16 Boll/20 
9/16 Steel Fabricator Isthmian Boll/9 NY11/10 

9/18 Lars Maersk NY11/7 Mi11/21 

9/27 Jefferson Am-Pres LA11/8 NY11/24 Ball/28 Bol2/2 
10/2 Steel Architect Isthmian Boll/26 NY10/27 

10/12 Pierce Am-Pres Lall/24 NY12/10 Bal2/14 Bol2/18 
10/15 Steel Worker Isthmian Bol2/8 NY12/9 

10/18 Luva Maersk NY12/7 Hal2/18 

10/27 Tyler Am-Pres LA12/8 NY12/24 Bal2/29 Bol/2 
10/30 Steel Chemist Isthmian Bol2/24 NY12/25 


DJIBOUTI 

9/14 Cape Kerr NY10/4 

9/23 Lombok Nediloyd NY10/15 LA11/2 SF11/6 Poll/12 Sell/16 
Vall/18 
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ship that 
“extra cup” of 


ass 
Expert Handling of COFFEES 


WARD Zu 


ete GARCIA Sne 
regularly scheduled sailings 


MEXICO ane CUBA 
Whd- 1, ae CORPORATION General Agents 


PIER 34 NORTH RIVER New York 13, N.Y. ¢ WaAtkins 4-4000 


% a 


oO 
% ru 
“Cuma ano™ 








MOORE-McCORMACK 


AMERICAN FLAG SHIPS 


Freight & Passenger Service 


REGULAR SAILINGS BETWEEN: 


East Coast United States and Canadian ports and 


TRINIDAD ¢ BARBADOS e BRASIL 
URUGUAY e ARGENTINA 


United States West Coast ports and 
CANAL ZONE e COLOMBIA 
VENEZUELA e TRINIDAD e BRASIL 
URUGUAY e ARGENTINA 


5 BROADWAY NEW YORK 4, N. Y. 
Offices in Principal Cities of the World 














SAILS SHIP LINE DUE 


H Steel Scientist Isthmian Bol0/13 NY10/15 
Fast, direct Stee! Admiral Isthmian Bol0/24 NY10/25 
2 4 Silverspray Kerr NY11/3 
Freight Service from Steel Fabricator Isthmian Boll/9 NY11/10 
4 . 2 Fl2 2 5 
Tea and Spice Ports Sarangan Nediloyd NY11/15 LA12/2 SF12/6 Pol2/12 = a 
Excelsior Am-Exp Boll/13 NY11/15 
PHILIPPINES e CHINA ° JAPAN Steel Architect Isthmian Boll/26 NY11/27 
Stee! Worker Isthmian Bol2/8 NY12/9 
Exchequer Am-Exp Bol2/15 NY12/17 


1/29 Lawak Nedlloyd NY12/21 LA1/8 SF1/12 Pol/18 Sel/22 Val/24 
‘6 Steel Chemist Isthmian Bol2/24 NY12/25 
< 
ines 


STOCKARD STEAMSHIP CORP. HONG KONG 
Co cane Taft Am-Pres LA9/26 NY10/12 Bal0/16 Bol0/20 
od Ss a 
17 BATTERY PLACE, NEW YORK 4,N. Y. Harrison Am-Pres SF10/11 LA10/17 SD10/24 
Whitehall 3-2340 Wilson Am-Pres SF10/1 LA10/6 
Mist Pioneer NY10/15 
Effie Maersk LA10/11 NY10/25 
Hayes Am-Pres NY11/19 Boll/26 Ball/29 Hal2/1 
Cc O FE F E E Troubadour Barb-Wn SF10/12 LA10/14 NY10/29 
Johnson Am-Pres SF10/16 LA10/22 $D10/29 
77 ° Japan Bear PacFar SF10/13 
Where you want... when you wantit... ican Maersk  $F10/26 NY11/11 
: Fernbank Barb-Wn SF10/27 LA10/29 NY11/13 
% Your coffee arrives in perfect condition via Argentine Coolidge Am-Pres NY12/3 Bol2/10 Bal2/13 HR12/15 
State Line . . . just 13 days from Santos, 12 from Rio to our Nicoline Maersk LA11/12 NY11/27 
modern terminal, Pier 25, North River, New York. Tungus Barb-Wn SF11/11 LA11/13 NY11/26 
Jefferson Am-Pres LA11/8 NY11/24 Ball/28 Bol2/2 
% Fast modern freighters plus 3 new passenger liners serve Korean Bear JavPac SF11/12 
the East Coast of South America . . . immaculate holds, Polk Am-Pres NY12/22 Bal2/27 HR12/29 
skilled handling by experienced crews eliminate damage or Johannes Maersk =SF11/26 NY12/11 
. Triton Barb-Wn SF11/27 LA11/29 NY12/14 
flavor contamination Jackson Am-Pres NY1/2 Bol/8 Bal/11 HR1/13 
f Golden Bear JavPac SF11/28 
ARGENTINE STATE LINE Marit Maersk LAL2/11. NY12/25 
Boyd, Weir and Sewell Inc., General Agents hon ead Am-Pres WY1/18 Bel/25 Bal/26 WR1/18 
24 State St.. New York 4, BO 9-5660 Talleyrand Barb-Wn SF12/12 LA12/14 NY12/29 
F Tyler Am-Pres LA12/8 NY12/24 Bal2/29 Bol/2 


Sally Maersk SF12/25 NY1/10 








Tudor Barb-Wn SF12/27 LA12/29 NY1/13 
OFFEE SERVED ... as fine coffee 


Queensville Barb-Wn SF9/27 LA9/29 


shipments should be served! Mist Pioneer NY10/15 
Johnson Am-Pres SF10/16 LA10/22 SD10/29 


LAR FAST MagnoliaMariner Am-Pres LA10/11 SF10/17 
bas npc Oy Senior onan Effie Maersk LA10/11 NY10/25 


EL SALVADOR AND NICARAGUA TO Troubadour Barb-Wn SF10/12 LA10/14 NY10/29 
* U.S. GULF AND ATLANTIC PORTS Chastine Maersk SF10/26 NY11/11 


Fernbank Barb-Wn SF10/27 LA10/29 NY11/13 


BIEHL & CO., AGENTS ALL GULF PORTS Tungus Barb-Wn Sfl1/11 LA11/13 NY11/28 
Nicoline Maersk LA11/12 NY11/27 


Johannes Maersk SFil/26 NY12/11 


UNITED STATES NAVIGATION Triton Barb-Wn SF11/27 LA11/29 NY12/14 
Marit Maersk LA12/11 NY12/25 
CO., INC., AGENT Talleyrand Barb-Wn SF12/12 LA12/14 NY12/29 


17 Battery Place, N. Y. 4 BOwling Green 9-6000 Sally Maersk = SF12/25 NY1/10 
Tudor Barb-Wn LA12/27 LA12/29 NY1/13 


ship your coffee 
via Grancolombiana 


COLOMBIA « ECUADOR ¢ PERU « EL SALVADOR 
GUATEMALA ¢ COSTA RICA ¢ CUBA 

MEXICO to ALL COASTS 

of the U.S. and Canada 


General Agents 
Transportadora Grancolombiana, Ltda. 
New York Chicago Detroit 
52 Wall Street 208 South La Salle Street 1355 Book Building 
Agents 
New Orleans and Houston: Texas Transport & Terminal Co., Inc. 
Philadelphia: Lavino Shipping Co Montreal: Robert Reford Co., Ltd. 
Los Angeles: Balfour, Guthrie & Co., Ltd. Boston: Boston Shipping Corp. 
San Francisco: Balfour, Guthrie & Co., Ltd. Baltimore: Penn-Maryland S.S. Corp. 


COFFEE & TEA INDUSTRIES and The Flav 





SAILS 


SHIMIZU 


9/1l_ Rita 
9/13 Queensville 


SH'P 


Maersk SF9/25 NY10/10 

Barb-Wn SF9/27 LA9/29 NY10/14 

9/21 Mist Pioneer NY10/15 

9/25 MagnoliaMariner Am-Pres LA10/11 SF10/17 

9/26 Effie Maersk LA10/11 NY10/25 

9/28 Troubadour Barb-Wn SF10/12 LA10/14 NY10/29 
29 Harrison Am-Pres SF10/11 LA10/17 $D10/24 
11 Chastine Maersk SF10/26 NY11/1)] 
13 Fernbank Barb-Wn SF10/27 LA10/29 NY11/13 
27 Nicoline Maersk LA11/12 NY11/27 
28 Tungus Barb-Wn SF11/11 LA11/13 NY11/28 
11 Johannes Maersk SF11/26 NY12/11 
13 Triton Barb-Wn.SF11/27 LA11/29 NY12/14 
/26 Marit Maersk LA12/11 NY12/25 
28 Talleyrand Barb-Wn SF12/12 LA12/14 NY12/29 
1l Sally Maersk SF12/25 NY1/10 
13 Tudor Barb-Wn SF12/27 LA12/29 NY1/13 


YOKOHAMA 


9/15 Rita 
Queensville 


Maersk SF9/25 NY10/10 

Barb-Wn SF9/27 LA9/29 NY10/14 
Mist Pioneer NY10/15 
MagnoliaMariner Am-Pres LA10/11 SF10/17 
Harrison Am-Pres SF10/11 LA10/17 SF10/24 
Troubadour Barb-Wn SF10/12 LA10/14 NY10/29 
Effie Maersk LA10/11 NY10/25 
Chastine Maersk SF10/26 NY11/11 
Tungus Barb-Wn SF11/11 LA11/13 NY11/28 
Niccline Maersk LA11/12 NY11/27 

5 Johannes Maersk SF11/26 NY12/11 
Triton Barb-Wn SF11/27 LA11/29 NY12/14 
Talieyrand Barb-Wn SF12/12 LA12/14 NY12/29 
Marit Maersk LA12/11 NY12/25 

15 Sally Maersk SF12/25 NY1/10 

15 Tudor Barb-Wn SF12/27 LA12/29 NY1/13 


* Accepts freight for Atlantic and Gulf ports, with transshipment at Cristohal, C. Z. 


See instant coffee plants 


in the offing for Brazil 


Luis Pisa Sobrinho, a vice president of the Brazilian Rural 
Society, said recently that the question of the export ex- 
change rate was the only problem now holding up the 
establishment of instant coffee factories in Brazil by United 
States industrialists. 

Mr. Pisa said the rate should establish approximate parity 
between United States and Brazilian prices, but should not 
prejudice exports of green coffees, according to a Comtel- 
buro report. 

Mr. Pisa added that Standard Brands would probably 
build an instant coffee factory in Sao Paulo State in asso- 
ciation with Brazilian manufacturers. 


U. S. home coffee buying 
shows gain in second 
quarter, survey reveals 


United States families bought 2.3% 
the second quarter of 1957 than during the same period 
last year, the Pan-American Coffee Bureau has reported 

This continued and accelerated the trend set during the 


more coffee during 


first three months, when household purchases were 1.6% 
ahead of 1956, according to a continuing survey made for 
PACB by the Market Research Corp. of America. 

Families bought 399,000,000 Ibs. of roasted coffee, as 
represented in both regular and instant, during the second 
quarter, compared to 390,000,000 Ibs, a year ago. Pur- 
chases of regular coffee in both bags and vacuum cans 
amounted to 320,000,000 Ibs., a decline of 1.8% from the 
326,000,000 Ibs. bought during the same three months a 
year ago, the survey found. 

Instant coffee sales continued to increase and were up 
23% over a year ago. Instant coffee represented 20% of 
the volume of all coffee purchases during this period, as com- 
pared to 16% a year ago, PACB reported. 

For the first six months of 1957, total household pur- 
chases of coffee were 2% ahead of 1956, with regular 
coffee sales trailing 2.5% behind last year’s pace, and in- 
stant coffee showing a 26% gain, the survey found. 


Brazil worried by effect of ECM 


Brazil is concerned by possible effects on coffee exports 
of the proposed European Common Market, according to 
reports from the Rome, Italy, headquarters of the UN Food 
and Agriculture Organization. 

Any sharp curtailment in Brazilian coffee exports to Europe 
would be a severe blow to her expanding economy. 

Brazil fears that the now-forming common market of six 
important West European nations might have such an effect 

The questions are: Will the common market nations buy 
more coffee from Africa, much of which is included in the 
common market territory? Will the six nations impose 
a common tariff to the disadvantage of South and Central 
America coffees ? 

Leaders in the common market plan have offered some 
assurances. They said they did not intend tariffs in excess 
of the average present tariffs of the member nations. 

Then too, African coffee, although improving, is still of 


low grade. 





ROASTING 
GRINDING 
PACKING 
VACUUM PACKING 


Coffee Trade Roasters 


H. MILLS MOONEY & SON, INC. 


20 FULTON STREET, NEW YORK 38, N. Y. 


Telephone: WHitehall 4-5138 





Ameucan. Duplex. Ca. 
Grocery & Restaurant Coffee Grinders 
7 


815-827 WEST MARKET STREET 


KENTUCKY 
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Movement In The U. S. Market 
(Figures in 1,000 bags) 
Total Deliveries—from: Visible Supply—ist of Month 
Entries Brazil Others Total Brazil Others Total 
1955 
(Sr eee Pied Wana teeeee 1,894 1,063 824 1,887 1,024 213 1,237 
NS EO ee ne Aen eae eee 2,048 1,017 996 2,013 1,129 303 1,432 
ES ht GT REE ARS 2,115 842 1,007 1,849 878 222 1,100 
1956 
RE cca tiga ee cLin ei e ka winecleiracanen 1,516 738 905 1,643 780 571 1,351 
February ..... ae ars SPO ere 1,894 828 977 1,805 880 445 1,325 
Ee Ore 1,126 1,226 2,352 1,192 421 1,613 
NDS Sei i ce Ak cate iad a 1,558 860 716 1,576 822 456 1,278 
DN Dena inetd os as Sah a Gers eae eee 1,336 622 694 1,316 695 586 1,281 
eR, RAS ER. (FAs | onteide wa ea ee ene 1,810 866 837 1,703 930 543 1,473 
ss ty ais verk eo ea hve hales Saka ae 1,883 957 828 1,785 1,060 599 1,659 
0 RR ee a oene een er 1,441 729 809 1,538 970 582 1,552 
September ee eet errr ys yer 1,802 912 718 1,630 998 574 1,572 
DE ns Sols iNG 6 eda keke Jae ee PaaS 1,424 804 655 1,459 916 654 1,570 
RE OT OORT OS 1,338 650 616 1,266 828 636 1,464 
EN eens Wg erae gee 1,241 735 651 1,386 903 703 1,606 
1957 
January cadveuds hse edad Ghee aaate as 1,749 917 809 1,726 1,064 655 1,719 
SON os vax GWE Ou VES Oc oe cone se 2,026 906 927 1,833 1,362 611 1,973 
RI AS ici ay Saabs vate ae ieee vue 1,956 1,224 1,060 2,284 1,233 668 1,901 
IE i 55S o Aten was GR een oak ue ae . 1,209 500 528 1,028 729 547 1,276 
RR ra Rae oe ay Sic einige EDN 1,431 546 906 1,452 759 663 1,422 
PE Rrie 5 5 tithe ive dab oe Bee be een oas Cae 1,301 544 792 1,336 732 606 1,338 
EE ee ee ee a eee 1,122 563 550 1,113 545 635 1,180 
ME: RERMO). 0. cstv vans soa Perre 374 876 1,250 ; s 
Figures by N. Y. Coffee & Sugar Exchange, Inc., in bags of origin. (Preliminary) 











As reported in Supermarket News, Boyd offered a free 
ia admission to the park for a lid from one of its coffee 

The general manager of Seattle’s local baseball team cans. The result was that, on a normally slow Thursday 
credits the Boyd Coffee Co., Seattle for “the best pro- evening, 2,760 Boyd lids were turned in at the Stadium’s 
box office. 





Boyd Coffee promotion called “best” 











motion ever conducted at the Seattle Stadium.” 








THE NESTLE COMPANY, INC. 
WHITE PLAINS, NEW YORK 











Nescare - NESTLE's INSTANT CoFFee - Ricory - NesTLé's DECAF - NESTEA 






NESCAFE IS ALSO AVAILABLE IN 
SPECIAL VENDING AND UNIT PACKS 



















ETHIOPIAN COFFEES 


DJIMMA —— HARRAR 


SIM) — Symbols of Quality JALKIS | 


S. J. MAGDALINOS 
ADDIS-ABEBA, ETHIOPIA 


Exclusively represented in the United States & Canada by DOBBELEER COMPANY 
17 Battery Place, New York 
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COFFEE & TEA INDUSTRIES 








THE FLAVOR FIELD 


Section of Coffee and Tea Industries, formerly The Spice Mill 


Teen 


spice developments in India 





By DR. P. ABRAHAM 


Second of two parts 


Dr. Abraham, who prepared this article apart from any 
official capacity, was formerly Officer on Special Duty 
(Spices) Indian Council of Agricultural Research. 


Ginger 


At present the most important producers of com- 
mercial dry ginger are India, Jamaica and Sierra Leone. 
In India the most important ginger growing area is the 
state of Kerala. The preparation of the dry ginger of 
commerce is also now exclusively confined to this state. 
The crop is grown to a small extent in parts of Bengal, 
the Kumaon valleys of Uttar Pradesh, Bombay, Andhra, 
and Mysore. It is grown also in the foot hills of the 
Himalayas from Himachal Pradesh right down to Assam. 

In all these northern areas the crop is produced mainly 
for its green rhizomes for local consumption and is not 
converted into the dry ginger of commerce. 

In the trade, dry ginger is known by the quality, method 
of curing and place of shipment and is classified by such 
names as “Jamaica,” “Cochin,” “Brazil,” “Africa” and 
“Japan.” 

Jamaica is of the best quality, as the peel is very care- 
fully removed to get a pungent ginger. The produce of 
Kerala is marketed as “Cochin” ginger and comes next 
in quality. 

Area and production of ginger in India were highest in 
1951-52, i.e. 46,400 acres and 14,800 tons respectively, 
and thereafter there was a steady decline in area and 
production to 35,400 acres and 14,000 tons respectively in 
1955-56, due mainly to the falling prices. 

Neither has export of ginger from India increased very 
much during the last seven years. It was 2,061 tons, 
valued at Rs. 25,53,354, in 1948-49 and 2,822 tons valued 
at Rs. 68,85,506, in 1954-55. From the point of view of 
international trade the most urgent need of the ginger 
industry in India is to improve the quality of the local 
produce by evolving a fiber-free product by introduction, 
breeding and/or selection. 

Recognizing the economic importance of this crop to 
the country, three research stations have started work, 
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with the financial assistance of the Indian Council of 
Agricultural Research. Two of them are in the state of 
Kerala and the third in Assam. Different ginger varieties, 
cultural and manurial practices, storage and curing of 
ginger, control of pests and diseases and local problems 
are under investigation in these research schemes. 

The results of these investigations should greatly help 
in organizing ginger production in India on a sound 
scientific basis and increase it to as large an extent as 
is consistent with the economy of its production and trade. 

Turmeric 

Generally speaking, turmeric can be grown in most 
regions of India where ginger can be grown. It has been 
under cultivation mostly in Andhra, Orissa, Madras, Hy- 
derabad, Assam, Bombay, Madhya Pradesh, Uttar Pradesh, 
Mysore, West Bengal, Rajasthan, Punjab and Kerala. Of 
these areas, the first three are the most important. 

Turmeric exports from India have remained depressed 
for a long time. A slight improvement did occur in 
exports after World War II. However, in 1954-55 ex- 
ports of cured turmeric from India amounted to barely 
6,080 tons, valued at Rs. 1,06,61,528. The internal trade 
in turmeric has thus assumed very great importance. 

There is great scope for the expansion of cultivation 
and export of turmeric from India in the future, and 
this should be achieved by stepping up production of 
high quality turmeric and extension of its cultivation 
on a sound scientific basis. 

Realizing the importance of this crop to India nearly 
a decade ago, a research station for turmeric under the 
auspices of the Indian Council of Agricultural research 
has been started in the state of Orissa. Recently a 
similar research station was started in the state of Andhra. 
As in the case of ginger, different turmeric varieties, 
cultural and manurial practices and curing and storage 
and control of pests and diseases of turmeric are under 
investigation at these research stations. 


Vanilla 
Vanilla, well known for the popular essence (spice) 
that it produces, is showing possibilities of being grown 
on a more extensive scale in this country. Though the 
plant was introduced into India at the beginning of the 
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19th Century, very little attention has been paid to it 
so far. Vanilla has a great demand in the U.S.A., Europe 
and other countries of the world and fetches a high 
price. It is used for flavoring ice cream, cakes, pastries 
and other sweetmeats and drinks. 

Vanilla has been tried by a few planters in the hill 
districts of Madras, Mysore and Kerala and also at the 
Fruit and Spices Research Stations in Burliar and Kallar 
in the Nilgiri District of Madras. The plant has been 
flowering and fruiting successfully in the places where 
Vast areas of plateau or eastern slopes of 
the Southwestern Ghats and other elsewhere 
seem to be quite suitable for vanilla cultivation. 

A scheme for experimental cultivation of vanilla is 
under consideration at the Indian Council of Agricultural 


Research. 


it was tried. 
regions 


Tree spices 

Clove and nutmeg are two important and valuable 
tree spices widely used in India, and whose cultivation 
and production are even now only in their infancy. Al- 
though these spices were imported and used in India 
for centuries past, the area under these tree spices is 
hardly more than 200 and 300 acres respectively. The 
total annual imports of clove and nutmeg into India at 
present are estimated to be about 46,904 cwts., valued 
at nearly Rs. 1,46,24,000, and 6,759 cwts., valued at 
Rs. 12,74,000, respectively. The soil and climatic require- 
ments of cloves and nutmeg are about the same. They 
grow well in the humid regions of South India from sea 
level to an elevation of 3,000 feet, with a well-distributed 
rainfall of 60 to 100 inches. It is, therefore, clear that 
there is great scope for developing the production of 
these spices in such regions throughout India. 

A scheme for research on clove and nutmeg under 
the auspices of the Indian Council of Agricultural Re- 
search has been in operation for the last year at the Fruit 
and Spices Research Stations in Burliar and Kallar, Nil- 
giris, Madras State. In this scheme, investigations on 
selection and propagation, cultural and plantation prac- 
tices, etc. are under way. 

It is hoped that within the next ten years, growing 
of these spice trees will become a household garden 
industry throughout the regions where they can be 
grown, especially in Kerala, Madras, Mysore and Bombay 
states. Possibilities for growing these spice trees in 
Orissa, Assam and the Andaman and Nicobar Islands are 
also under investigation. 
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Export promotion 

The government of India has also established an Ex- 
port Promotion Council for pepper at Cochin, India’s 
chief port of export for this commodity. This Council 
is actively working to promote export of pepper from 
India to all foreign countries which use them, through 
suitable propaganda in foreign countries as well as by 
maintaining quality standards for export. Commodities 
like cardamom, ginger, turmeric and other spices are also 
expected in the future to be brought under the purview 
of this Export Promotion Council. 

As a result of the recent reorganization of states in 
India, Kerala has become the largest and most important 
spice state, producing at present 92% of the country’s 
pepper, 62% of the cardamom and 95% of the export- 
able ginger. There is vast scope for further development 
of spice production in various regions of India. 


Indonesia’s coffee exports 
Legal Indonesian exports of coffee in 1956 amounted 
to 956,217 bags, compared with exports of 386,167 bags 
in 1955. This increase reduced the large stocks of coffee 
or hand at the beginning of the year. 
Clandestine exports in 1956 to 
amounted to about 250,000 bags. 
Exports of Indonesian coffee in 1957 will continue to be 
brisk, but it is doubtful if they will reach the level of 1956. 
Much of the Indonesian coffee is washed and graded in 
Singapore, with the estate coffee being kept separate from 
the smallholders coffee. 


Singapore probably 


the chemistry of coffee 
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acidity. Very obviously the aromatic properties change 
drastically. 

From the proximate analyses that have appeared in the 
literature, it is very difficult to arrive at any clear-cut con- 
clusions about what is happening. From the results shown 
in Table 3 it appears that the protein and fat, except that 
from Kona coffee, are very stable. There is little change 
in the ash content. The greatest losses occur in the carbo- 
hydrate and caffetannic groups. Much of the decrease in 
weight is due to decomposition of sucrose and chlorogenic 
acid. 

A more detailed analysis for specific components pro- 
vides some understanding of the effects induced by heat. 
For example, in an extensive study of nitrogen partition 
in green and roasted coffee hydrolyzates, Underwood and 
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flavor creation: 


a critical evaluation 





By MARVIN K. COOK 
Consulting Chemist 


Norman Applezweig Associates 


Despite the fact that flavors represent a relatively minor 
cost factor in the production of most food preparations, it 
is disconcerting to note the frequency with which technical 
personnel, untrained in flavor work, assume the role of 
flavor experts or flavor compounders. Some actually claim 
that they have developed formulas (in their spare moments ) 
which are equal to commercially available products, and at 
a fantastic savings. It must be admitted that management 
is not always averse either to these activities or to owning 
an “original” flavor formula, which undoubtedly provides a 
sense of exclusivity. 

It is indisputable that the manufacturer of a successful 
product would never divulge his valuable know-how in 
print, in the absence of patents. This applies also to the 
flavor manufacturer who carefully guards his trade secrets, 
since they represent years of constant effort and practical 
experience. Yet overzealous chemists with no fundamental 
background in this difficult art will set out to create a flavor, 
using as a basis available literature on the subject, much of 
which is either antiquated or purely theoretical. Another 
approach is to try, on the strength of published analyses, to 
develop a raspberry flavor, for example, by reconstructing 
the chemical constituents. Experience has shown that nature 
does not allow itself to be duplicated that easily. 


Two misapprehensions 


The desire to reproduce commercially accepted flavors by 
the uninitiated is premised upon two misapprehensions that 
These are that 
flavor manufacturers substantial, if mot excessive, 
profits from the sale of their products and that they guard 
their secrets with great care simply because it is no great 
task to compound a flavor. These misbeliefs are not borne 
out by the facts. 

First of all, every bus‘ness is founded upon the profit 
principle; the flavor house is no different from the food 
manufacturer in this respect. A flavor organization under- 
goes considerable expense to obtain and retain personnel for 
the sole purpose of creating, developing and evaluating new 
flavors. The great strides in aromatic chemistry have necessi- 
tated the selection and training of men with thorough 
grounding in organic chemistry, plus a keen nose and a 
lively imagination. Furthermore, practical experience with 
foods and drugs is an invaluable and possibly essential 


have existed for years among some users. 
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prerequisite in flavor development. The flavorist is given 
careful training in the esoteric knowledge of countless 
flavorants and processes acquired by his company during 
many decades of doing business. 
the least, costly. 

Supplementing the work of the flavor creator is the elab- 
orate manufacturing plant, especially equipped to bulk pro- 
duce the aromatics entering his formulas. The term “aro- 
matics’’ has a dual meaning as applied to flavorants. Aro- 
matics may be made from coal-tar products by means of 
straight organic synthesis. Benzyl alcohol and benzalde- 
hyde are organic compounds which are made in this manner 
Important aromatics are also derived from essential oils as, 


This training is, to say 


for example, citral from lemongrass and ionone from citral. 
These aromatic isolates and their derivatives form a highly 
important group. 

The manufacturing plant distills, extracts, synthesizes, iso 
lates and carefully stores numerous flavorants under the 
guidance of the control laboratory, which is responsible for 
assuring uniformity and quality. It is the practice of flavor 
houses to synthesize certain aromatics because commercially 
available products do not always meet their specifications for 
quality and uniformity 
exceptional value in formulation, and it is significant that 


Flavor houses have specialties of 


a number of these products are not generally available except 
to those engaged in flavor manufacturing. Certain aromatics 
and isolates may be further modified and used exclusively 
by a company to obtain an original, distinctive, hard-to- 
duplicate effect. 


But the amateur flavorist 


It has been stated that if a monkey were allowed to peck 
aimlessly at a typewriter, it would be possible to duplicate 
the Shakesperian sonnets by pure chance if given a billion 
years or more. 
training in fields other than flavors who, by random selection, 
p with a product that is reminiscent of a particular 
commercial composition. Of course, the flavor is often harsh 


This would seem analogous to those with 
come u 


and crude, but the amateur flavorist ascribes those character- 
istics to lack of aging or high cencentration. He spends 
days in obtaining the proper use level and after dilution 
finds that certain background notes may predominate so that 
a loss of trueness results. 

To illustrate, let us assume that a mixture of amy] acetate, 
amyl butyrate and ethyl butyrate gave a rendition of a pine- 
apple aroma. Because of improper balancing, the flavor, 
when diluted, tasted like bananas. Even with a simple 
ethereal mixture, the proportion of each component is critical 
and experience is required in order to achieve a proper odor 
and taste effect. 

Given the same basic ingredients, the experienced flavor 
ist would first balance the three components and system- 
atically add the necessary amounts of flavorants to complete 
the overal! flavor effect. He may use such compounds as 
methyl anthranilate, ethyl propionate, vanillin, citrus oils, 
caproates, and even fruit concentrates to fulfill the require- 
ments of a well balanced pineapple formula. 

A list of 100 aromatics was obtained from the literature 
as supposedly useful in the formulation of an imitation 
strawberry flavor. It was the opinion of a number of flavor 
experts that, of these 100 aromatics, ten only would have 
possible application in modern formulations and that it 
would be virtually impossible to develop a commercially 
satisfactory flavor from these ten aromatics alone. Further- 
more, unless the proper sources of those aromatics were 
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established and maintained, most would be unsuitable for 
large-scale production. 

It is well known that climate, locale, soil, weather, pro- 
duction and distillation methods contribute markedly to the 
quality and character of essential oils. The label U.S.P. in 
no way reflects the character of an oil but simply implies 
that it meets certain basic standards, such as optical ro- 
tation, refractive index and specific gravity. Since flavors 
comprise essential oils with isolates or derivatives and syn- 
thetic aromatics, it is a highly specialized art to produce 
consistent products of uniform odor, strength and quality. 

Apart from the skills and complexities, there are involved 
in the creation of a formula by the expert the many practical 
tests to determine proper flavor levels and stability in a 
variety of products. The customer benefits greatly by this 
in that the manufacturer of flavors, based upon practical ex- 
perience over the years, is prepared to offer a proper flavor 
for use in a specific product and the correct mode of appli- 
cation for maximum effectiveness. 














(Next month: The Anatomy of Flavor Creation) 
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During the past 12 months, the Tea Council's advertising 
and merchandising activities have been largely directed 
towards modernizing the public’s conception of tea, to dis- 
associating it from the past and to pointing up the place. 
tea has as a youthful beverage in an active environment. It 
is particularly encouraging that a number of leading mem- 
bers of the tea industry have during recent months adopted 
new approaches in their own advertising campaigns. They 
are attempting to bring to their own brands a more modern 
and zestful atmosphere. 

The Tea Council’s own campaign—using magazines, week- 
end papers and television—has relied on colorful artwork 
and, for television, modern fantasy treatments. As sub- 
sidiary campaigns, the successful Christmas-New York Road 
Safety and “Tea for Canada Week’ grocery merchandising 
campaigns have been repeated. 

This summer an intensified iced tea program, the biggest 
ever to be conducted in Canada, did much to increase the 
steadily growing consumption of iced tea here. Our rate 
of progress in popularizing this beverage is good, and it 
should not be many years before iced tea is as firmly estab- 
lished in Canada as it is in the United States. Certainly 
our shorter summer will probably prevent iced tea accounting 
for as large a percentage of total tea consumption as it does 
in the United States, but we feel that iced tea is a natural 
competitor of soft drinks rather than of hot beverages, and 
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sO any increase in iced tea consumption 1s, from the tea 
industry's point of view, pure gain, In addition, when ad- 
vertising iced tea we keep firmly in mind the fact that this 
glamorous and, to Canadians, new variation of a familiar 
beverage is a sure way of modernizing tea generally. 

After three years we have only just begun to effect any 
substantial changes in the pattern of Canadian tea consump- 
tion. We are encouraged by the progress which has been 
made but we are very much aware that the tasks which lie 
ahead are formidable. It is certainly no easy matter to 
reverse a trend which has continued for half a century, but 
we are confident that with time, hard work and the con- 
tinued cooperation and goodwill of the interested members 
of the tea trade and the producing countries, the job will 


be done. 


Indonesia: toward prewar levels 
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medium strength in the cup. The gradings are: Broken 
Orange Pekoe Sup, Broken Orange Pekoe, Broken Pekoe, 
Broken Tea, Pekoe Fannings, Dust, etc. 

Djakarta is the principal center of the tea trade in 
Indonesia, its port being Tandjong Priok; while Medan is 
the center of Sumatra’s tea export trade, with Belawan 
Deli as the shipping port. 

Today the United States of America ranks second in the 
world as an importer of tea. Since 1950, tea consumption 
in the United States has increased so that the per capita 
consumption now averages 0.31 kg. (in England, the average 
is 4.5 kg.). 

Since every effort is being made to restore Indonesian 
tea producing facilities to their prewar eminence, it is hoped 
that the United States consumption figures will increase 
apace, since this country would prove a most desirable 
market for the expanded export of Indonesian tea. 


Pakistan: new dimensions 


(Continued from page 64) 





since its inception is reflected in the expansion of its tea 
industry. The outlook for the tea industry is a promising 
one. The government of Pakistan is fully cognizant of the 
bottlenecks that need to be removed if the tea industry is 
to be put on a sound and efficient footing. It has initiated 
schemes and measures to this end. 

The increased production and exports of tea can make 
available a greater amount of foreign exchange for the im- 
port of machinery, industrial raw materials and other items 
required for the implementation of Pakistan’s Five Year 
Plan. 

The growth of Pakistani economy and the growth of its 
tea industry should march in unison. 
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. PANCISCO Samplings 





By MARK M. HALL 


@ # The complaint seems to be universal, 
at least among green men, that it is un- 
usually dull. It has been a long dry period 
for most of them. Some roasters report 
that business is good, better than last 
year, while others say it is worse. 

The basis for this condition has been a 
falling market due to the large supplies 
of world coffee anticipated for the coming 
season. Furthermore, roasters in this 
region accumulated stocks, especially dur- 
ing the rise last fall, when Colombians 
took their flight into the 80’s. Now these 
stocks, as far as the roasters are con- 
cerned, are in the channels of trade, 
and orders are not coming in as many 
roasters would like. 

As for green stocks, it is said along 
the street that there are 10,000 bags of 
Colombians in stock in this region. This 
coffee was bought at higher prices than 
prevail now, but is being released enough 
to affect the price of Colombians coming 
in. In fact, even the shippers are not 
bringing in much mild coffee at this 
time. Spots are said to be selling for 
less than afloats or shipment coffees 

It is now a question of how long the 
roasters can hold out. September is 
usually a month in which there is some 
strengthening of prices, just before the 
new crop of Centrals come in. It is said 
that if the roasters can hold out beyond 
that month they will have the market 
all their way. If not, they may enter the 
market again in the usual way and 
strengthen prices. Working against the 
roasters and also the green men is tighter 
money, which makes it more costly to 
hold stocks. 

There has also been an accumulation 
of Robustas. When Colombians were 
high there was considerable buying of 
Africans. With the drop in Milds and 


Brazils the market became more difficult 
for those types. Likewise packers of 
cheaper grades will find it more difficult 
to sell against lowering prices of the 
standard vacuum packs. Washed Ecua- 
dors were said, however, to be getting a 
little play in the market here. 

In the period from January Ist to 
August 21st, 1957, Brazil exported to the 
Pacific Coast 39.8% of its purchases of 
coffee ; in 1956 for the same period it was 
42.7%. Colombians for the same period 
in 1957, 17.5%; in 1956, 20.7%. Central 
Americans in 1957, 17.5%; in 1956, 18%. 
@® ® Ray Grahan, of Schilling’s, who for 
many years handled the spice and extract 
buying, has been promoted to a new as- 
signment as assistant to Ed Vinnicombe, 
general manager of the institutional de- 
partment, located in Baltimore. Grahan’s 
duties will cover the western states. 

@ @ The annual Grace Line coffee party 
will be held at the Claremont Country 
Club on September 27th. Guests will be 
treated to lunch, golf and dinner. It has 
always been one of the most enjoyable 
events in the coffee year, and usually 
brings out a most representative group 
of coffee men 

= @ Lew King, of Haas Bros., has re- 
tired to live on a farm near Felton. That 
is what is reported. However, retiring 
and managing a grocery store at Boulder 
Creek are hardly compatible. Maybe the 
grocery business has always been a hobby 
with Lew, and now he will have a chance 
to satisfy it 

@ @ Stein, Hall & Co., Inc., have given 
up handling coffee from their San Fran- 
cisco offices and have engaged E. A. John- 
son & Co. to represent them. Olin Howell 
managed the office for several years. 

® #8 Don Dunn, formerly with Otis Mc- 
Allister, has joined the staff of Haas 
Bros. He will cover the roaster trade. 
Another acquisition for the company is 


Arthur Mack, formerly with Hard & 
Rand. His duties will keep him in_ the 
office. 

@eMr. and Mrs. Charles Schulman, 
agent for Hard & Rand in London and 
Europe, was a recent visitor to San Fran- 
cisco and spent part of his time with 
Harry Maxwell at the company’s office 
here. Mr. Schulman had been in Brazil 
and was on his way home to London by 
way of New York 

® ® John Siegfried, retired from Irwin- 
Harrisons-Whitney, can often be found 
back at the office. This is analogous 
to the man who is drawn back to the 
scene of his crime, cnly John has always 
been a very upright citizen. John, with 
Mrs. Siegfried, went on a_ three-week 
trip to Alaska. He regretted missing the 
W.S.T.A. picnic. 

@ ® For the first time in Folger history, 
their bowling team won a trophy, placing 
third in the San Francisco Industrial 
League. 

@ @ Bill Hughes, of Haas Bros., 
Brazil last month. 

@ 8 Otis McAllister has moved into a 
new location at 90 California Street. It 
is the old Hind Rolph Building, remodeled 
to suit the needs of the company. There 
are 4,000 square feet of floor space. The 
coffee department will be on the ground 
floor. 

@ e8 The great day of fun and frolic 
for tea men and their families was held 
on the 14th of this month. Too soon to 
give the details of this annual picnic of 
the Western States Tea Association, but 
suffice it to say that the games, prizes, 
steaks and refreshments lived up to the 
traditions of the past. That master of 
ceremonies, Ed Spillane, had charge of 
arrangements, and the same chef who 
specializes in steaks and good food was 
there. 


was in 


s 8 Walter Emmerling, vice president of 
Schilling’s, retired August Ist. He is 
returning to Los Angeles, where he has 
purchased a new home in the Palisades 
district. Emmerling was formerly the 
president of Ben Hur, before he sold out 
to McCormick & Co. He joined the Ben 
Hur Co. in 1942 
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@ @ With September, the Green Coffee 
Bowling League starts rolling again 
James F. Sullivan, chairman of the 
activities committee of the New York 
City Green Coffee Association, says that 
arrangements have been made for the 
bowling to take place at Bowlmor Recre- 
ation, on University Place, Thursday 
nights starting at 8:00 p. m 
The season was tentatively 
to start on September 19th 
The league is limited by alley space to 
a maximum of 12 teams 
@ ® Last month this department carried 
Albert H. Hartell, now 
Schonbrunn & Co., who 
Front Street on 


scheduled 


an item about 
with S. A 
started in coffee on 
\ugust 16th, 1897 

By a strange coincidence, another Front 
Street oldtimer also began his career in 
coffee on August 16th—but 14 years 
earlier, in 1883 

Augustus Wallbridge, who is still on 
Front Street daily, although no longer 
active in coffee, started with John C 
Lloyd & Co., green coffee jobbers at 99 
Front Street. 

He began at a salary of $3.00 a week 
and worked an 11-hour day 

Mr. Wallbridge, who will be 90 years 
old on December 23rd, retired from 
coffee activity only five years ago. 
@ @ Dick Balzac, vice president of Bal- 
zac Bros. & Co., Inc., has accepted the 
post of chairman of the coffee division in 
the 52nd annual fund drive of the Travel- 
ers Aid Society of New York 

The  Society’s multi-lingual _ staff, 
stationed at the terminals and piers of 
New York, helped 60,901 travelers dur- 
ing 1956 Among them were 283 run- 
away children, 1,830 children traveling 
alone, 7,331 aged or handicapped people, 
and 791 suddenly ill. 
@ @ James T. Kellner, who has special- 
ized in Brazil coffees since he started in 
the trade in 1931, has joined the A. C 
Israel Commodity Co., Inc 

Mr. Kellner had headed his own com- 
pany, the James T. Kellner Co., since 
1949. This firm is now being terminated. 

Mr. Kellner began with Arnold Dorr 
& Co. in 1931, and later became associ- 
ated with the Fisher T. Bullard Co 

The A. C. Israel Co., in announcing 
Mr. Kellner’s association with the com- 
pany, also said it has been appointed 


agents for “CICAP,” Comercio e Indus- 
tria Cafeeira Alta Paulista S. A; 
“COMEX,” Comissaria e Exportadora 
Cafezal Ltda.; Comissarios e Exporta- 
dores Barros S/A; Sergio Paes de Bar- 
ros-Comercio de Cafe S/A; and Vigidal 
Prado Comissaria e Exportadora S/A. 

@ @ David Rossman is a_ grandfather 
once again. The genial head of David 
Rossman, Inc., Beekman Street roasters 
for the restaurant trade, has a second 
grandson, who has been named Howard. 

\lan, the father of the newcomer, says 
Howard weighed in at eight pounds four 
ounces 

Although it’s a little early, Dave hopes 

Howard will follow in the paternal foot- 
steps and make a good coffee man. 
@ @ Robin Line, a division of Moore- 
McCormack Lines, Inc., is operating from 
5 Broadway, C. H. McGuire, vice presi- 
dent of the division, has announced. 

Since Moore-McCormack assumed oper- 
ations several months ago, the Robin Line 
service has been improved and strengthen- 
ed by the addition of larger and faster 
vessels. 

Agreement reached with the Federal 
Maritime Board guarantees continuance 
of the operation of the Robin Line for 
a period of 20 years from East Coast 
U. S. ports to East and South Africa 
and the Indian Ocean islands. 

All of Robin Line's traffic personnel 

are continuing to serve in their same 
capacities at 5 Broadway, headquarters 
of Moore-McCormack Lines, Inc. 
@ @ George E. Kimpel, manager of the 
New York office of the Woolson Spice 
Co., has been elected a vice president, ac- 
cording to an announcement by Nate L. 
Schmid, president of the Toledo, Ohio, 
company. 

Mr. Kimpel has been with Woolson for 

21 years. He is active in coffee industry 
affairs, serving on a number of National 
Coffee Association committees. 
8 8 Now with A. Galindo & Co., Inc., 
Front Street green coffee selling agents, 
are Adam F. Rymshaw and Anthony B. 
McLean. 

Mr. Rymshaw started his coffee career 
with W. J. Donohue & Co. more than 20 
years ago. He then went to Charleston, 
S. C., to manage the Carolina Coffee Co 
plant. 


\fter serving in the Armed Forces dur- 
ing World War II, he joined J. I. D’Alta 
& Co., Maracaibo, Venezuela, as_ their 
representative. 

Tony McLean, widely known in coffee 
circles, was with H. L. C. Bendiks, Inc., 
in charge of the New Orleans office for 
three years, before joining Galindo. 

Before that, he was with L. Neugass & 
Co., Inc., for three years. 

Prior to joining Neugass, he had con- 
ducted his own business on Front Street 
for 35 years. 
eel. A. Champon & Co., long estab- 
lished firm of agents for vanilla, spices 
and essential oils, is setting up a coffee 
department at 80 Wall Street. 

In charge of the coffee office is Colin 
R. Smailes, who was formerly in the 
coffee department of Pierce, Leslie & 
Co., in Cochin and Mangalore, South 
India. 

Champon’s main office remains at 303 
West 42nd Street. 

The firm has been selling coffee for 
several years, as agents for Madagascar 
and Uganda shippers. 

The new department will specialize in 

African coffees. 
@ @ The new construction and 
replacement program of the Ward-Gar- 
cia Corp., calling for construction of ten 
vessels within the next six years, was re- 
cently begun with the keel laying of the 
first ship. 

The first phase of the program calls for 
four cargo vessels especially designed for 
the New York to Mexico run of the 
Ward Line. 

To be built by the Atlantic Ship Build- 
ing Co., in England, the ships will be 4,- 
100 deadweight tons each, with the en- 
gine room, bridge and crews’ quarters 


vessel 


located aft. 

The speed of 15 knots is expected to 
reduce the voyage between New York and 
Vera Cruz by 24 hours, to an average 
of five and one-half days. 

The first of the new vessels is expected 
to enter service in April, 1958 
= & Hemen Barooah, of Barooah As- 
sociates, tea growers with plantations 
in Assam, India, was in New York 
City visiting their correspondent, the 
Sembodja Corp. of N. Y. 

Prior to his coming to New York, 
Mr. Barooah spent some time in Lon- 
don and other parts of Europe. 

Mr. Barooah is visiting the U. S. for 
the first time since his graduation from 


Harvard Business School in 1949. 
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90 FRONT STREET 


JAMES A. ALEXANDER 
COFFEE BROKER 


NEW YORK 5, N. Y. 


“REATURN” 
104 FRONT ST. 


REAMER, TURNER & CO. 


Brokers and Import Agents 


COFFEE 


NEW YORK 








Cable Address 
GALICAFE 





135 FRONT STREET 


BOwling Green 9-0417 


A. GALINDO & CO., INC. 


Selling Agents for Colombians, Mexicans, 
Centrals, Cubans and all African growths. 
NEW YORK 5, N. Y. 





59 PEARL STREET 





Reaud-Geeck Corporation 
Mexican—Santo Domingo—Ecuador 
Guatemalan— Venezuelan 
Cuban — Africa 
Coffees 


NEW YORK 
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Get your COLOMBIANS 


| 
| 


via 
B , LZACBRO | Coffee Brokers and Agents 
| | Representing leading shippers of 
| Shortest Route from Growers Africans—Ethiopians—Belgian Congos 


98 Front St., New York 5, N. Y. 
Cable Address: Phyfe, N. Y. 


| Balzac Bros. & Company, Inc. | 

















Wm. Hosmer Bennett & Son | ‘ 
A. L. Ransonorr Co. INc. | 
Coffee Agents and Brokers 
100 Front St. N 7 24 


GEORGE P. BOTT & CO. NEW YORK 


COFFEE BROKERS AND AGENTS | Cable Address 


“RANWILLIG” 108 Front Street 














Representing Shippers in 


SANTOS — RIO DE JANEIRO — PARANA 














Members & Graders 
New York Coffee & S Exchange, Inc. | 
Pe: ie aauucand fiesiaa ia ERNEST SINGHOFEN & Co., INC. 


120 Wall Street New York 5, N. Y. 





Coffee 














S. A. GLASBERG CO. 
ABYSSINIANS — ANGOLAS — BELGIAN CONGOS NEW YORK 
IVORY COAST — MADAGASCARS — UGANDAS 


Cables: Cafruki, New York 
| 25 Broad Street New York 4, N. Y. | 





TEL.: WHITEHALL 4-8182 109 FRONT STREET 





























} 
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|| UFININDO INTERNATIONAL 
'W. H. LEE COMPANY | | UFININDS INTER 


| 
COFFEE | 
| | | 82 Beaver St. New York 5, N. Y. | 
| COMMISSION BROKERAGE | | Exclusive U. S. Agents for 


| 
| ' ; } | ETS. JEAN ABILE-GAL 
WateECOM™ NEW YORK 101 FRONT ST. | Abidjan, Ivory Coast 


MEMBERS NEW YORK COFFEE & SUGAR EXCHANGE, INC. African Coffees 

















| WESSEL,IDUVAL & CO.,\bnc. 


Edward P. McCauley & Co. | Eada 12 
COFFEE 


| | Coffee and Cocoa 
_ One Jones Lane New York 5, N. Y. | 
| CABLE ADDRESS 

| HEMENWAY, NEW YORK 
Cable Address: CAULCAFE 67 BROAD STREET, NEW YORK 4,N.-Y. 
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By W. McKENNON 


@ ® Schwegmann’s Supermarkets, a 
chain that includes one store which is 
the largest in the city, advertised 
“How to Cool off with Coffee” at the 
top of their full page newspaper ad 
last month. A glass of iced coffee was 
pictured at the top, and recipes were 
given for Coffee Float, Iced Coffee 
Mocha, Iced Coffee Junior, Coffee 
Julep and Iced Coffee Vienese. Under- 
neath the recipes were listed CDM 
Coffee and Chicory at 65¢ a lb.; Lusi- 
anne Coffee and Chicory at 75¢; and 
Maxwell House Instant Coffee, six 
ounce jar at $1.29, 

A check with Schwegmann’s re- 
vealed their coffee sales had stepped 
up during the week of the ad, over 
preceding weeks. 

Iced coffee advertising has been 
scanty here, where many distributors 
say New Orleanians refuse to drink 
it because they like coffee and chicory, 
which does not make good iced coffee. 
Others in the trade say this attitude 
is in error, and more promotion of 
iced coffee would stimulate summer 
business. 
® ® Friends in the trade were sad- 
dened by the death of Thomas Mor- 
gan Edwards, son of J. H. Edwards, 
Sr. New Orleans’ coffee broker. 
Thomas Edwards, a marine barge 
agent, was in Maracaibo, Venezuela, 
on business where he died of a heart 
attack in the lobby of the Hotel Del 
Lago. The funeral was held here. 
® @ A group of Cuban shippers have 
announced their plan to initiate a 
weekly shuttle service between Havana 
and New Orleans, according to Rafael 
C. Goyeneche, director of the Latin 
American division of the Trade De- 
velopment Department for the Port of 
New Orleans. Cuban shipping inter- 
ests who will start the new run will 
bring in general cargo, fruits, vege- 
tables and raw sugar, Mr. Goyeneche 
stated 
@® @ Glendy Munson, of Lafaye & 
Arnaud, is back at his desk after a 
vacation 
® @ James J. Meyers, of the Oulliber 
Coffee Co., has returned from a busi- 
ness trip in the interests of his firm. 
#e The United Fruit Company 
steamship service announced it is re- 
establishing membership in the East 
Coast Colombia Conference. Ralph 
Keating, of United Fruit, said the 
company will offer weekly service to 
Barranquilla and fortnightly service to 
Cartagena from New York and Balti- 


more. He said service will also be 
provided from New Orleans to the 
two Colombian ports every ten days. 
# 8 William E, Smith, of Royal Cup, 
Inc., Birmingham, was a visitor in 
New Orleans recently, Mr. Smth is 
president of the Southern Coffee 
Roasters Association, which holds its 
semi-annual meeting here October 25th. 
s @ Fred White, of Stewart, Carnal 
& Co., Ltd., with Mrs. White, vaca- 
tioned recently in California. 

ase@FE. P. Bartlett, Jr., of the Ameri- 
can Coffee Co., with Mrs. Bartlett and 
two children, have returned from a 
vacation in Sarasota, Fla. 

# @ Members of the coffee trade here 
contributed substantially to the relief 
fund for the victims of Hurricane 
Audrey, which damaged the Louisiana 
coast. 

se. S. Adams, Altsheler Co., Inc., 
Louisville, Ky., was a business visitor 
in New Orleans, making his _ head- 
quarters at the offices of Buckley and 
Forstall, brokers. 

= @ Webster Marks, 
the Carl Borchsenius Co., Inc., offices 
here, is now connected with Buckley 
and Forstall, brokers, who have the 
Borchsenius account in New Orleans. 
® ® David Kattan has returned from 
Honduras, where he spent several 
weeks on business. 

® ® Clifford Lafaye, of W. H. Kunz 
& Co., and his family, have returned 
from a vacation in Florida. 

@ @ The H. G. Hill Stores, a division 
of the Winn-Dixie supermarkets here, 
ran a three-quarter page advertisement 
in Times Picayune headed: “A salute 
to our New Orleans coffee roasters 
for your participation in making our 
great city a better place to live and 
trade.” Listed in the ad were Wm. 
B. Reilly & Co., Inc., roasters of 
Luzianne and RT Coffee; Blue Plate 
Foods, Inc., roasters of Blue Plate and 
CDM; American Coffee Co., roasters 
of French Market; and Merchants Cof- 
fee Co., roasters of Union Coffee. 
Packages of Luzianne, French Market, 
RT, and Union Coffee were pictured 
in the advertisement. 

@e@Mr. and Mrs. Albin Hayes, of 
Louisville, Ky., made a brief visit to 
New Orleans. Mr. Hayes is connected 
with the Louisville Grocery Company. 
@® @ Clarence S. Reinerth, Sr., 51, 
died suddenly of a heart attack at his 
desk at the Chase Bag Co. here. He 
had been with the firm 28 years and 
had occupied his position as export 
manager for the New Orleans office of 
the firm about 15 years. He was a 


formerly with 


past president of the Export Managers’ 
Club, a former member of the board 
of directors of International House, 
and 1948 chairman of the Mississippi 
Valley World Trade Conference. 


Chicago 


By HARRY LANE 


@ 8 The Chicago Coffee Club held its 
38th annual golf outing at the Rolling 
Green Country Club. One-hundred 
and thirty-eight members and friends 
enjoyed the dinner and had a fine day 
of good fellowship and golf. 

Tom Sexton, Dick Paliciki and Bob 
Swanson tied for the members’ low 
gross, with an 83 each. Bob won the 
toss for the prize and walked away 
with a $25.00 war bond. 

The hole-in-one contest was won by 
Bobbie McRaith, of Otis McAllister. 
The blind bogey contest was won by 
Tom Sexton. 

The B. F. Gump Co. was represented 
by Jimmy Kissane, M. F, Frankel, Gail 
Allen and Oscar Warner. George 
Lingner represented Jabez, Burns & 
Sons, A. M. Alvarez, of the Nopal 
Steamship Lines, came up from Hous- 
ton, Texas, for the day. 

The large delegation from the Su- 
perior Tea & Coffee Co., headed by 
President Katzoff, all won prizes at 
the drawing. 

Ed Sieling, of the Sieling Urn Bag 
Co., reported his son would soon be 
out of the Navy and resume his duties 
as vice president of the company. 

Dan Lions, of the Illinois Central, 
served as Master of Ceremonies for the 
prize awards, and did his usual good 
job. As they have for several years 
past, the Moore McCormack Lines 
donated the artistic menus. 

The committee in charge of the 

day’s activities was comprised of 
Mason Tilden, Bob Swanson, Dan 
Lions and Bob Healy. 
@ @ The Chicago coffee trade mourns 
the passing of Jack Riecke, for many 
years the head of the John D. Houck 
Manufacturing Co., pioneer makers of 
coffee urns for the restaurant and hotel 
trade. 

He passed away at the Oak Park 
Hospital after a long iliness, and was 
buried at Mount Emblem Cemetery. 

His wife says the business will be 

continued by the present employees of 
the company. 
@e@A. T. McGrath has been appoint- 
ed sales manager for the tea and cof- 
fee premium department of the West 
Bend Aluminum Co. 

He succeeds M. E. Martin, who has 
been transferred to the West Coast 
Sales Division, at Los Angeles. 
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C. H. D'ANTONIO & CO. 


AGENTS 
110 Board of Trade Building, New Orleans, La. 











Equipment to buy? 
Equipment to sell? 


Let the classified column of COFFEE 
AND TEA INDUSTRIES help you. 




















COFFEE & TEA 


INDUSTRIES 


and The Flavor Field 





@ @ Danny O'Neill is placing Brew 
Master Coffee Vendors in many choice 
locations in the Chicago area, 

@ @ Leonard Olson, vice president 
and coffee buyer of the Central Grocers 
Cooperative, Inc., reports that their 
new building in Franklin Park will be 
ready for occupancy next spring. 


See $2 billion premium volume as 


N. Y. Show reports peak interest 


Gordon C. Bowen, chairman of the 
board of the Premium Advertising As- 
sociation of America, predicted that 1957 
will be “another record year of premium 
activity with some informed estimates 
placing the total dollar volume to be ex- 
pended for premiums and sales incentives 
at close to $2 billion.” 


The estimate was made in connection 
with Mr. Bowen’s announcement that the 
New York Premium Show, held at the 
Hotel Astor September 9th-12th, had a 
record advance buyer registration. Atten- 
dance at the PAAA-sponsored show was 
expected to reach the 5,700 mark. 

Almost 800 manufacturers of virtually 
every kind of consumer product were 
represented. 

In tracing the sources of the intensified 
premium activity, Mr. Bowen pointed out 
that “trading stamps alone account for 
more than one-third of the total use of 
premiums, Since many super markets are 
now adding premium promotions either on 
top of, or instead of, trading stamps, the 
nation’s grocery stores are undoubtedly the 
largest avenue for the distribution of 
premium merchandise. 

“At the same time, the dramatic suc- 
cess of premiums in building grocery sales 


both for retailers and manufacturers has 
created widespread interest in the tech- 
nique throughout the business world.” 

Another trend pointed out by Mr. Bow- 
en is “the growing use of higher-priced 
items as premiums and the accelerated 
emphasis on quality and value. Especially 
since fair trade began to decline in the 
housewares and small appliance field, the 
consumer has been given greater “bar- 
gains’ this year than ever before.” 

He also noted that “outside of grocery 
promotions, the largest area of increased 
premium activity has been directed not so 
much at consumers as at dealers and 
salesmen. The importance of sales in- 
centives in moving virtually every kind 
of product can scarcely be underestimated 
In these days, merchandise awards and 
travel incentives seem to be more effective 
in building sales than monetary considera- 


tions.” 
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(Continued on page 90) 





Deatherage (40) show (Table 4) that a slight decrease in 
total nitrogen is accounted for by relatively large decreases 
in the basic and nonbasic fractions of aqueous extracts. 
Their analysis of amino acid stability (Table 5) clearly in- 
dicates that some acids are much more stable than others 
and that those in a fraction extractable with water undergo 
considerable decomposition. The presence of sulfur- con- 
taining amino acids, cystine and methionine, in extracts of 
roasted coffee also has been reported (3). 

Tannins, including chlorogenic acid, are partially de- E. Food Technol., 10, 194 
composed (73) in direct relation to the degree of roast. 
Approximately 50 percent of both chlorogenic acid and true 
tannin is lost in a heavy roast. These findings have been 
confirmed (9, 12); p-vinyl guaiacol has been identified as 
a decomposition product (30). 


= 


The decomposition of trigonelline has been reported (10) 
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and confirmed (23). The extent of decomposition again 

depends upon the degree of roast, but estimates of the 

loss have varied with the method employed. The most 

conservative figure for the loss is 15%. Data relating to 

the caffeine content of green and roasted coffee indicate 

that this component is quite stable. Losses that do occur 

are more likely related to sublimation than decomposition. 
The evidence relating to the effect of roasting on coffee 

oil is conflicting. Several studies (4, 5, 14, 26) report 

no appreciable loss or change in components or tn analyti- 

cal constants. One study (36) states that although the 

values for the ether extract are almost independent of 

variety, they differ after roasting with variety and degree . Punnett, P. W., _ — W. H. _ ay z “ aay 

ee acca eae ~ te RR Ye . Reichstein, T., and Staudinger, H. Coffee Tea Inds., 78, (6 
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of roast, 
are found in green beans in amounts ranging toward 21/,%, 
are almost completely destroyed (5, 35). 
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CLASSIFIED ADVERTISEMENTS 
Rates: Single Column '/2” $3.50; 1” $6.00 
” $11.00; 3” $15.00; 4” $18.00 
Situations Wanted: 5¢ per word. $1 minimum. 








Wanted to Buy 
FUMIGATING CHAMBER 


1 Standard Guardite Fumigating 
Chamber 5'6” wide x 66” high x 
15’ long. 
Address Box 79 
c/o Coffee & Tea Industries 














HELP WANTED 





Long established private label East Coast 
packing firm is interested in Salesmen with 
background in coffee and tea to work locally 
Only applicants who have this background 
will be considered Write stating qualifica- 


tions to box 75 c/o Coffee and Tea Industries 


Coffee Buyer assistant, young man under 
with some 
operation location San Francisco 
Box 80 c/o Coffee & Tea Industries 


experience in green or roasting 


Address 





SITUATION WANTED 





Administrative Asst. to partner in charge of 
Green Coffee operations leading brokerage 
import firm other port must relocate New 
York, agents for all growths; capable heavy 
details responsibility initiative, energetic 
steno skills, university graduate, good ap- 
affable seek opportunity leading 

sales food brokerage or kindred 
Available interview late September 
Address Box 90 c/o Coffee & Tea Industries 


BETTER COFFEE 


can be made in 
Clean Equipment 


Write for a sample 
package of 


COFFEE URN 
CLEANER 


WALTER R. HANSEN 
P.O. Box 91, Elgin, Illinois 




















Spices: by JOS. K. JANK 


Their Botanical Origin 
Their Chemical Composition 
Their Commercial Use 


Price $3.00 


Write to The Spice Mill Book Department 
106 Water Street New York 5, N. Y. 








Learning the technique of coffee 
roasting is easy with a copy of 
The Coffee Man's Manual 
$2.50 


Write to The Spice Mill 
106 Water Street 
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CONTENTS: 
190 YEARS 
F KNOW-HOW 


Guarded Know-How 


that has made Dexter the largest 


It is 


supplier in the world of fine quality 


long fibered, porous papers for tea 
bags and coffee filters. 


Cc. H. DEXTER & SONS, inc. Windsor Locks, Conn 


D EXSTAR SPECIALTY PAPERS 
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